Nee ere." 
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: you do TWO things wrong: (1) 
* you smash the style lines the 
shoemaker painstakingly built 
: into the shoe, and (2) you ad- 
: mit to your customer that the 
i new shoe may hurt. Darex 
» Counters were BUILT to give an 


easy, flexible “comfort-edge” 
that you don't have to man- 
handle PLUS the sturdy heel 
foundation you need for crisp, 
smart style. You don't have to 
be a “heelpuncher’ if you spec- 
ify Darex. 


*Reg. U.S. Pat. Off. Darex Counter Ma- 
terial is especially designed for making 
counters under U. S$. Patent 2,111,205 
and Canadian Patent 381,303. 
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Fy = peep unlined oxford in Cobbler 
n Calf with an antiqued finish, on a le = 
eal of “wolltas” hush Ya: ndrite Calf No. 1053 


I. MILLER & SONS, Inc., Long Island City, N. Y. 


E. a & SONS, IfC., a PA. 


Tann of Fine Calf Leathe 
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Vitality has become a great name 


A great name is a priceless jewel! 


It often takes a lifetime to make a 
name great. Yet keeping that name 
great is as important as making it 
great. For a great name is a great 


charge. 
Now, Vitality is a great name. 


Today Vitality is the respected 
name of a line of quality footwear. 
Yet Vitality did not win the confi- 
dence of alert shoe merchants by 
mere happenstance. Great names 


are not made that way. 





on the basis of performance. Today 
Vitality is recognized as one of the 
greatest shoe values, because dealers 
and consumers alike appreciate 
Vitality quality, Vitality style, 
Vitality price, and Vitality service. 
TheVitality Shoe Company appre- 
ciates, in turn, the esteem in which 
the name Vitality is held... and 
dedicates its efforts to a continuing 
policy of producing fine shoes con- 
sistent with the quality and work- 


manship befitting a truly great name. 


SHOES 


Made by America’s Largest Shoemakers 





VITALITY SHOE COMPANY, Division of International Shoe Co., ST. LOUIS, MO. 
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The dependable way to insure neat, trim appear- 
ance and comfort in shoes of these types is to 
combine rigid heel and shank construction with 
true forepart flexibility. 
They can be as light and airy as you please — 
open at the toe, or heel, or both — but they 

\ must have adequate support in the shank. 
Y's the shank portion that has to be strong and / 
U INSOLES provide maximum eeey, 
where it is needed most. 


elite erties eecteaee 

















UNISHANK 
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Another SABEL Carried 
Achievement In-Stock 


SABEL'S ABNORMAL RELIEF SHOE for WOMEN 





STYLE 1940 


ABNORMAL SIZES & WIDTHS 
RELIEF AAA, 5% to 9 
LAST 5% to 9 


Women’s Black , 5 tos 
Kid Oxford. , 4% to $ 
Perforated im- . 4 tos 
itation tip. 3% to § 
Long counters, , 
steel shanks. . 
154-inch Cuban Dotted Line Shows DE, 3 
covered wood Outline cf Normal Shoe ‘EE, 3. to§ 
heels. -EEE, 3% to { 


AVITAL MESSAGE... . 
to progressive corrective shoe merchants 


The latest addition to the Sabel Line of Orthopedic shoes—the “Abnormal Relief Last” shoe—car- 
ried in stock—is one of the most outstanding shoes ever to have been designed. This shoe was shown at 
the Convention of the American Academy of Orthopedic Surgeons at New Orleans, where it was received 
with universal approval by all those who saw it demonstrated. 

This shoe is designed for a particular type of deformity, easily recognized by the Shoe man: That 
is, a foot that has a lot of irritation on the outer border of the foot, and toes and ball of the foot slips 
forward in the shoe, thus pulling away from the heel, causing a looseness at the heel. 

In this “Abnormal Relief Last” Shoe the heel is grasped firmly, thus eliminating any slipping at 
the heel, which is so common in this type of foot when a normal! last shoe is worn. The arch is held in 
a firm position so that when the ball of the foot is fitted at the ball of the shoe, the ball of the foot can- 
not advance forward. In this “Abnormal Relief Last” shoe the fifth, fourth, and third toes are not 
crowded because there is absolutely no pressure at this point due to the outflare that the Sabel “Abnor- 
mal Relief Last” shoe has, to take care of the abnormal position of the toes in this type of foot. 

For further detailed information please write for pamphlet which shows actual X-Ray photographs 
taken of the feet demonstrating just how the foot functions in this shoe, and the very apparent straight- 
ening of the toes, because the shoe is designed to conform to the foot itself, giving a normal tread to 
these abnormal feet. 

It is possible that you may have a particular case in mind for the Sabel “Abnormal Relief Last” 
Shoe and we invite you to order a single pair to prove to your own satisfaction the merits of this won- 
derful shoe, which is the answer to an old and tried problem of the shoe man. 


EXCLUSIVE "-YHOMPSON BROS. SHOE (@ MAKERS 
FINE SHOEMAKERS 
BROCKTON 


MASS. 


to ¢ 
to 
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BLIND SETTI 


7 


X a. 
et we en oe a ee 


Blind and Invisible settings for Diamond Brand Fast Color Eyelets are 
being used by a steadily increasing number of manufacturers both for men’s 
and women’s shoes. The heads of these eyelets are a moulded plastic, there- 
fore, non-corrosive. The barrel is made of Anodized Aluminum. 

In blind setting, no metal shows on the inside of the quarters 

— eyelet flanges cannot rub on the tongue. 

With invisible setting, a flat celluloid head on the inside of 

the quarter instead of metal keeps tongue and laces cleaner. 


Both of these settings are done with the use of standard equipment. j 
UNITED FAST COLOR EYELET COMPANY BRANCH 


(UNITED SHOE MACHINERY CORPORATION) 
BOSTON, MASSACHUSETTS 





941 
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WHAT’S NEW FOR ’41... 


hai! 


Yes, definitely — 
and Ball-Band has them. 


BALL-BAND Salesmen are showing them now. This past sea- 
son we were never able to satisfy the demand for our mili- 
tary style Corporal Boot — and it looks good for the coming 
season. The western theme is prominently in the style pic- 
ture and in the new Rancho Boots (below) BALL-BAND sty- 
lists have caught the authentic vigor and swing of the west. 


These Boots are only part of the BALL-BAND style story for 
Fall and Winter 1941. There are other boots — one a military 
style with a new finish perfected after three years of experi- 
ments. There are gaiters with a new “suede-gabardine” fin- 
ish; a new pin-check finish — very smart; new rubber ox- 
fords; new DeLuxe pull-over boots, and Ariels for men—one 
number with smart bootmaker finish, and other styles with 
two-tone effects. More than a score of new styles that are 
1941 in design and spirit — real business builders. 


Hold your order for ‘41 until you see what BALL-BAND is 
doing. If you want to see samples soon, write us and we'll 
have a salesman call promptly. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street, Mishawaka, Indiana 


aoe 


‘ses 
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Read by millions of prospective shoe buyers, the Peters’ ads in 7 big magazines are 
educating your customers to demand “All Leather in Vital Parts.” Tie up with the sen- 
sational Weather-Bird & Diamond Brand advertising campaign .. . get your share of 


this profitable business! Use the attractive tie-in material that identifies your store as 


headquarters for these fine children’s shoes. 


Children’s Shoe Buyers look 
for this symbol of quality 


Phone, wire or write for 
your Peters representative 
to give you the whole story 
of Peters’ national adver- 
tising and local merchan- 
dising program. /t’s the 
greatest shoe news of 1941! 


si Kelews 
ot. WEATHER -BIRD & 
. DIAMOND BRAND | 


oe - 
SACCd / ‘al 
BRANCH: INTERNATIONAL SHOE CO a SAINT LOUIS 
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Haytime season 


Famous for their special development work in 
elasticized creations, the makers of Tweedies 
here present a spectator type that offers 
broad profit possibilities during the forthcom- 
ing playtime season. With exclusive refine- 
ments in construction, Tweedies actually lead 
the procession in finely made, easy fitting, 
smartly comfortable, and highly styled shoes 
in the medium price field. Furthermore, 
Tweedies’ quality carries so much extra built- 
in plus-value that an additional mark-up is al- 
ways available when necessary. TWEEDIES 
FOOTWEAR CORPORATION, JEFFER- 
SON CITY, MISSOURI. 
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YOU 


© 


RANDLE 


HA, ON. FISCH of H. J. Justin & 
Sons, Fort Worth, Texas, has pasted 
on his dictaphone the following: 
“Get Attention! Arouse Interest! 
Create a Desire! Inspire Action! 
Write Always of What You Can Do 
for Your Prospect Instead of What 
You Want Him To Do for You!” 


Gooo witt 





We hope he won't mind if we 
take a paragraph out of what was 
transmitted through the dictaphone: 

“Day in and day out we ding- 
dong to our salesmen the necessity 
of keeping the good will of every 
one of their customers and even 
when we have to decline an order 
because we cannot make delivery, 
we express our sincere regret and 
we want the customer to know that 
we are damn sorry, but we can’t 
make delivery and that we do want 
his business. My contention is that 
one of these days we will go into 
a tailspin and the more good loyal 
customers we have the quicker we 
can straighten out and hit a level 


offend too 
many of them, we won't come out 


pace, whereas, if we 
of that spin and, like an airplane. 
will crash to the ground.” 


x * x 


DAVID DeGARMO SMITH, of 
Luckey Platt & Co., Poughkeepsie, 
New York, says: 

“The world’s best ideas will not 
play tunes on the old cash register 
keys unless there is merchandise to 
back them up. Here, too, we should 
find a close ally in our triumph of 
‘ideas. Buyers must have ideas, 
they must have vision, they must 
have, most important of all, both a 


MAY@E LL GET ME A 
JUKE Bat 





knowledge of what their customers 
want, and the time when they want 
it. No matter how we may theorize 
about what should be, the fact re- 
mains that we must sell what they 
have bought. Therefore, it must be 
one of our very first moves, in fact, 
the first move, to form with the buy- 
ing and merchandising groups a 
close and harmonious cooperative 


[11] 


devoted to getting and presenting 
what our want, when 
they want it, and at the price that 
they want to pay. Yes, I use that 
old chestnut knowing full well how 
trite it is, but also knowing that no 
truer words were ever conceived by 


customers 


man. 


“There is probably nothing in 
business life that is more exasperat- 
ing than a good case of mental 
fallen arches. Any buyer or mer- 
chandiser who takes the attitude 
that ‘it’s never been done’ is typical 
of such a physical disability. And 
then there is the corn, the buyer 
who is always right, whose judg- 
ment is superior of that of all other 
mortals including the customer. Of 
course, all stores suffer from peri- 
odical attacks of these foot ailments, 
but there’s really nothing serious 
about them in so long as they are 
not allowed to flourish like the 
weeds. A good dose of constructive 
ideas appropriately mixed with tact 











ares 


and soft soap will usually work 


wonders.” 
7 7 * 


LOUIS C. MILITELLO of the 
Brownbilt Shoe Store in Jamestown, 
N. Y., says: 

“I believe the public now wants 
what they want, when they want it. 
The day is past when women buy 
your odds and ends at the end of the 
season because of price. She will 
not be seen in public with a pair of 
shoes which she paid $1.00 for be- 
cause she is afraid it will be recog- 
nized as an out-of-season shoe. I be- 
lieve we should have greater mark- 
up and give the women anything 
they might want. In other words, 
go along the same lines as millinery 
stores who have big mark-ups and 
throw the balance of the hats, at the 
end of the season, into the ash can.” 

* * +. 
HRAMPTON PETTEWAY, the sol- 
dier at Fort Jackson, Columbia, 
South Carolina, who is getting so 
much notoriety about wearing No. 
14-EE shoes, has an equal in Jones- 
boro, North Carolina — and then 


some! 





Recently W. G. Temple of Jones- 
boro, N. C., representative of a Bos- 
ton shoe concern, sold young Ray- 
mond Brown of Jonesboro a pair of 
dress shoes—size 15-EEEE! 

All the leather in the shoes was 
not of the same color. The boys 
around Jonesboro noticed this and 
are kidding the purchaser, telling 
him: “They couldn’t find two cows 
just alike from which to make the 


shoes.” 
* * * 


W.. B. BRAZELTON of Brazelton’s 
Antioch Shoe Store in Portland, 
Ore., writes: 

“Owner-Operated is a good plan 
to promote. Our policy is to ‘Satisfy 
the customer’s foot’ and then tempt 
the customer’s desire for shoes of 
that type. Never before have we 
found shoes that we could do as 
good a job with in that direction as 
we have this season.” 
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WHEW ! 


—We are indebted to the Guaranty Trust Company of New York for the 
following comments on the magnitude of government costs: 












Te: 
- — mas 7 eX Lge 

DIG SRE SSE 
SF = TEES ve 7! 


“If a printing press had begun turning 
out dollar bills at the rate of one a second 
when Columbus first landed in the New 
World and had continued to produce at 
the same rate ever since, the amount would 
still be three billion dollars short of the 
sum required to pay the estimated ex- 
penses of the Government for the next 
fiscal year. If seventeen billion dollar bills 
were laid end to end, they would stretch 
for a distance of 1,643,387 miles, or sixty- 
six times around the earth at the Equator. 
The amount is literally astronomical, for 
the same dollar bills would form six strands 
extending from the earth to the moon, 
with more than two billion dollars to spare. 

“Seventeen million popular-priced auto- 
mobiles costing a thousand dollars each 
could be purchased with the same amount, 
one car to every eight persons, or every 
two families, in the United States. Placed 
bumper to bumper, these cars would cover 
a distance equal to approximately sixteen 
times the distance from New York to San 
Francisco. 

“Seventeen billion dollars would pay for 
the building of 335 battleships of the type 
of the Missouri and Wisconsin, now 
under construction at a cost of $50,700,000 
each, equivalent to more than twenty-two 
times the present Unit:d States battleship 
fleet and more than eizht times the number 
of battleships now in service in the major 
navies of the wor:d, exclusive of our own. 
Similarly, the money would pay for the 
construction of 423 aircraft carriers such 
as the Essex, Bon Homme Richard and 
Intrepid, at $40,170,700 apiece, or 782 
heavy cruisers like the four now under con- 
struction at $21,746,600 each, or 976 light 
cruisers similar to the thirteen now being 





built at an average cost of $17,423,000, or 
2,684—2,100 ton destroyers at $6,334,000, 
or 3,333—1,700 ton destroyers at $5,100,- 
000, or 5,862 submarines at $2,900,000 
each 


“Seventeen billion dollars means an aver- 
age of $129.11 for every man, woman and 
child in the United States, or more than 
$500 for each family of four. The 194! 
budget figure compares with total appro- 
priations of the Federal Government of 
$463,383,480 for 1891, $705,653,298 for 
1901, $1,039,550,617 for 1911, $4,780,829, 
510 for 1921, and $5,071,711,694 for 1931. 
Before 1918, no annual figure had ever 
passed the two billion dollar mark. 

“The annual interest on seventeen billion 
dollars at 2% per cent amounts to $425,- 
000,000, or what it costs to run the entire 
Government fifty years ago. To arn this 
interest, the 48,400.00 employed workers 
of the country, as estimated for December 
by the National Industrial Conference 
Board, would have to work nearly two days 
each year at five dollars a day; and to pay 
the principal each one would have to work 
seventy days at the same rate. 

“When the effects of past and prospec- 
tive expenditures on the national debt are 
considered, the results are even more 
staggering. A bill to raise the legal limit 
of the debt to sixty-five billion dollars has 
just been enacted, and there is little doubt 
that the actual debt will reach or exceed 
this sum before the present armament 
program is completed. To produce enough 
money to pay a debt of this amount today, 
the dollar-a-second printing press just men- 
tioned would have had to begin work more 
than a century before the birth of Christ.” 


The implications of the above astounding comparisons have a vital meaning for every 


American citizen. 


ta 


President 





THE ROAD AHEAD 


As highway markers plainly. guide 

Us through the town and countryside: 
CURVE AHEAD—Heed well this sign; 
It’s upward in the shoe sales line. 

Stay in high gear; avoid the fence 

And use the brakes of common sense. 
DETOUR—In letters glaring red 
Should warn you of pitfalls ahead, 

The worst of which unless one looks 

Is too much credit on the books. 
NARROW BRIDGE—This is no joke; 





It marks the point where men go broke 
Who shun new things of any kind 
And go on with a one-track mind. 
MEN WORKING—Do give them a 
chance; 
They toil in peace—remember France. 
Salute them, friend, and as you do, 
Resolve to keep on working too. 
END OF ROAD—May you not see 
A sign of such futility, 
For man to man and day by day 
We'll ban it from the U. S. A. 
—Emil J. Blacky. 
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WV HAT is the life of a shoe on the 
shelf? Some 28,000 pairs were of- 
fered for sale the other day—wo- 
men’s high kid boots, late World 
War vintage and out of style in 
1921. The quotations declined daily. 


The first effort was to sell them at 
38c a pair. It has now dropped to 
24c and there is no telling the bottom 
price. It just bears out our conten- 
lion that no shoes are ever thrown 
away—because shoe men have a 
squirrel complex. They hold onto 
things; hide them away in corners 
and forget about them; and some 
day wake up to the fact that their 
value is gone, gone, gone forever. 

A Virginia merchant writes: 
“How well I remember what hap- 
pened to women’s high shoes in 2]. 
While we have no high shoes to get 
rid of today, and as we are not in 
the novelty business, we will have 
no headaches with wedges, and open 
backs. However, we are concerned 
with what will happen when all 
those who are now in war industries 
get out of a job, and the govern- 
ment debt will be about one-hun- 
dred billion. Maybe you can tell 
us. 

“I do feel that it is a mighty good 
thing for all of us to keep our house 
in order, and buy only what we 
need for immediate use, and act 
accordingly.” 

* 


EVEN under the stress of bom- 
bardments, the English have a re- 
markable sense of expression and 
retrospection. One would hardly be- 
lieve that a shoe man of London 
would be interested in research con- 
ducted in shelters. Here are some 
of the typical questions: 
“Are you in a shelter during the whole 
black-out time? 

Sitting most of the time? 

Lying down most of the time? 

Wearing what type of shoes? 
“When in the shelter, have your feet 

A tendency to swell? 

A tendency to burn? 

A tendency to feel cold? 

~A tendency to feel numb? 
“On the whole do you walk now 


More than before? 
Less than before? 
“Have you noticed that your feet 
Are colder or hotter than before? 
Are developing corns, callouses or 
bunions? 
Are more easily tired? 
“Do you wear the same type of shoes as 
Prewar? 
Low heels? 
Medium heels? 
High heels?” 
7 . - 
HAORACE M. CHOPE, secretary 
and treasurer of Winget Kickernick 
Company, Minneapolis, Minn., in 
his address before the 26th Annual 
Convention of the Northwestern 
Shoe Retailers, said: 


“The individual, in the last 
analysis, accounts for all progress. 
The sanctity of the individual, his 
right to acquire and own property, 
the right to improve himself or his 
position are what we want. The 
profit motive in industry has made 
it possible for our 130 million peo- 
ple to benefit through the use of 
the mass production system, as de- 
veloped in this country. Do you 
realize that one out of every four in- 
dividuals gainfully employed today 
is engaged in any one of 14 indus- 








tries which did not exist in 1870? 
Each one of these 14 industries with 
its employment for countless thou- 
sands and its benefits to millions of 
people came out of the research 
laboratories and the ingenuity of 
man under our free private enter- 
prise system.” 
+ *” - 

PPERHAPS some day the bewil- 
dered shoe salesman will have to 
ask Mr. and Mrs. Customer “Are 
you right-handed or are you a 
‘lefty’? in addition to What style? 
What size? What color?” 

Dr. James Mennell, famous Eng- 
lish physician, certainly adds weight 
to every shoe salesman’s nightmares 
when he suggests that each pair of 
shoes contain varying sizes! Dr. 
Mennell recently addressed the 
Royal Society of Medicine with 
these words: “Since many persons’ 
feet don’t match, there should be 
pairs of shoes which have different 
sizes for the right and left foot.” 
Dr. Mennell’s researches prove that 
nobody has two feet of the same 
size. Persons who are right-handed 
have larger right feet, and left- 
handed people have larger left feet. 


“Some day I'll learn to keep my mouth shut. You should have heard the swell build-up | 
gave her on that blue step-in—and now | haven't got her size." 
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More than ever this will be a suit Easter. Coming as late 
as April iith this traditional dress-up Sunday should be 
warm enough for women to blossom out in real Spring cos- 
fumes. For such an occasion what could be more charming 
than this simple, softiy tailored wool suit with smart deep 
throat line. White hat, gloves and handbag...all in gieam- 
ing white kidskin... strike a very fresh, very 1941 note. 
Dark shoes can repeat the white in a piping. binding, lacing 
or bow trim. ; 
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FORKCAST 


FOR 


eB UST four weeks to Easter and what shoe styles will 
lead the parade this year? How important will navy be 
compared to black? What about brown, beige, red? 
What other novelty colors will be sold? What will be 
the leading materials? 

Questioning retailers in key cities across the country 
the Recorper has arrived at the following . . . tentative 
. when this statement was 


Much 


... conclusions. Remember . . 
assembled Easter was more than a month away. 
may happen in a month. 

COLORS. 


colors for Easter. 


Black and navy, as always, the volume 
Black, at present, has the edge on 
navy, but the latter is growing stronger every. week. 
Brown again a dark horse but showing a gain over 
other Spring seasons. As an accessory color for beige 
and other Spring costume colors brown has real style 
importance. Expected to follow black and blue by some 
high style stores. 

Tan very important because of the popularity of 
antiqued calfskin in tailored types. Beige registering 
here and there in tailored types. Considered best in 
casual types where it is selling well in saddle tones. In 
genuine alligator considered good extra shoe by some 
style stores. 

Red is a success everywhere. Being sold in nearly 
all leathers and types . . . alligators . . . genuine and 
simulated . . . lizards, calf and kidskins and suedes. 
Especially good in alligator. Expected to carry on into 
Easter season. 

Multi-color in a popular corded fabric is selling suc- 
cessfully. 

Individual stores have been promoting their own 
novelty colors for many weeks. Some of these are 
bound to carry through the Easter season. Los Angeles 
stores . . . noted for their color promotions . . . are fea- 
turing a wide range of colors. A medium brown is 
being promoted by one store in shoes and accessories 
for dressy clothes. The same store has a golden beige. 
richer than saddle color, for more casual shoes and 
accessories to wear with pastels, beiges, yellows and 
greens. “Red Paint” is also an important accent color 
in this store. “Blond” and “Ash Blonde” are promo- 
tional colors in other leading styles stores. Also a series 
of “Torrid Tones” in alligators. 


haster 


From Dallas comes a report on a cocoa shade being 
promoted right now in suede leather on all heel heights 
Also in alli- 


“Singing” red was the second successful color 


to be worn with navy, beige and pastels. 
gator. 
sold in all types of shoes in alligator and some suede 
and calf by this same store. 

Style-minded stores in Chicago have run riot in pro 
motion colors. . . . “Paint Box” red, green, Heart Beet. 
Taffy . . . are among the highlights. 

New York has its Heart Beet. 
Epaulet Yellow, Carnation Red, Officers’ Blue, Brandy 
Brown, Covert Beige and Tortoise as well as other 


Golden Crocodile, 


special colors in special leathers. 


MATERIALS- 


is expected this year as regards materials. 


A more diversified Easter season 
Easter is 
later, for one thing. A greater variety of costumes can. 
therefore, be worn and will be worn. Some merchants 
expect more tailored costumes to be worn and tailored 
shoes and accessories to accompany them. Every vear 
is a “suit year,” but a later Easter will bring out more 
The traditional first 


Spring shoe of patent or patent combined with gabardine 


suits than a cold early Easter. 


will do plenty of good business, but it seems probable 
that smooth leathers, calf and kidskin, will also play an 
important part in the 1941 Easter season. Antiquing 
has given new style interest to tailored tan calfskin 


shoes. Novelty colors . . . and don’t forget this is a 


in addition to navy, brown and red, will 


color year... 
all help to push the sales of smooth and some suede 
leathers. 

Elasticized types continue of major importance. In 
these patterns, gabardine. some faille and crushed 
. . both calf and kidskin . . 


leathers . . will be favored 


materials. 


PATTERNS. First place goes to pumps. “Pumps. 
pumps and more pumps,” says one retailer. Elasticizing 
and throat gores very important. Many trimming treat- 
interest in 


ments designed to shorten vamp. Some 


sandals. 
TREATMENTS. 


many closed toe tailored types. Sling pumps are stag- 
ing a comeback but pumps with open toes and closed 


Higher riding slipons always very good. 


Many open toes. Walled lasts on 


backs still claim big percentage. 





This window of children’s shoes for Easter was 
featured at Geuting’s, Philadelphia, ¢ year ago- 
It suggests the i e appropriate 
for this year’s n displays. 


SPRING promotions play @ supremely important part 
on the progra™ of every store selling fashion merchan- 
dise, and Easter marks the climax of the Spring selling 
season. This year it’s doubly significant, for Easter 
comes in mid-April (April 13) co-inciding with the 
time when consumer interest in shoes and apparel for 
the new season is at its peak. Only @ fortnight remains 
in which to complete your preparations for Easter dis- 
plays and advertising. 

The military and nautical influences which have been 


played up *° conspicuously in early promotions are 


definitely out of the picture for Easter, but will doubt- 
less be revived later in the Spring and early Summer. 
The cowboy theme is nation-wide in its appeal this 
ceason and is not only having 4 profound effect on 
fashion originations, put is being used for window 

[TURN TO pace 31, PLEASE | 


A Franklin Simon (New York) window promoting 
“Patent for Town, Bootmakers for * 
The framed figures in backgrou 


Nylon hosiery; also pro 




















Season’s Shoe Windows Reflect 
New Sources of Style Inspiration, 
with Western Theme, Military In- 
finence, Bootmaker and Patent 
Leather Interest Playing Important 
Roles in the Current Display s— 
Time to Plan Easter Promotions 


and Backgrounds to Dramatize 





Late Spring Footwear Fashions. 





Above—Military shoes come in for 
their share of promotion in this win- 
dow from The Gekco Company (Walk- 
Over Shoe Store) of Springfield, 
Missouri. The runway features shoes 
for wear “from sun up to sun down.” 









Left—Stone Shoe Company 
of Cleveland showed W est- 
ern fashions in their recent 
“Frontier Fashion” window. 
The saddle, cowboy hat, 
studded belt, kerchief, etc., 
lent the atmosphere appro- 
priate to these styles, which 
are enjoying a nation-wide 
acceptance. Decorative fea- 
tures like this give added 
attention value to displays, 
and the western theme is 
one that invariably appeals 
to the masculine window 
shopper. This particular 
window proved very effec- 
tive and caused much favor- 
able comment. 
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IMO DUAL 


SHOE DEPARTMENT 


FOR THE 


WHEN Julius Garfinckel & Company, department store 
of Washington, D. C., decided on a modernization pro- 
gram for their store at F and 14th Streets, one of the 
problems they faced was that of separating the indi- 
vidual departments on the selling floor without actually 
blocking them off into constructed and badly related 
units. They called in Williams & Harrell, architects and 
designers of New York, and assigned to them the project 
of modernizing the store, including shoe departments on 
the second and sixth floors. 

A typical example of the architect’s solution to the 
problem is seen in the work on the Junior Miss floor, 





Po 











the sixth. Customer access to the selling space on this 
floor is solely by means of a bank of elevators located 
at one edge of the area. As it now stands in its mod- 
ernized form, this area has been opened up to give an 
inviting air of spaciousness and freedom, while at the 
same time individual departments are marked off within 
well-defined boundaries. 

How was this effect accomplished? According to H. 
T. Williams, of Williams & Harrell, the use of distinctive 
color schemes and wall materials constituted one method, 
but a second and more unusual scheme was the employ- 

[TURN TO PAGE 31, PLEASE] 
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How Julius Garfinckel & Company, of 


Washington, D. C.. Modernized Their Store 


Interior to Obtain the Advantages of Well 


Defined Selling Sections without Sacrificing 


Freedom and the Effect of Open 


Left: Women’s shoe department on the second floor. 
Walls are medium gray-blue with gray carpet, and 
windows are hidden by an ink-blue curtain. Furniture 
is upholstered in plum, blue, yellow and cerise. Ebon- 
ized display cabinets have lighted foot mirrors in 
their bases. Inset: Detail view of one end of the 
women’s shoe department on the second floor. 


Above: Separating screens establish a 
border between the Junior Miss shoe 
department and the millinery depart- 
ment. Screens are of flexboard in light 
green, and have eye-level display cases 
with glass-covered openings at either 
end. Both hats and shoes are shown. 


Right: A corner of the Junior Miss shoe 

department. The coloring of the red, 

white and blue settee is recalled in off- 

shades of the paper framing wall dis- 

play units, which are lighted by fluore- 

scent lamps. Chairs are covered in blue 
and lime-green fabrics. 


Space. 


Above: Screen separation at end of Junior Miss shoe 
department, a device to segregate the department without 
setting up a solid obstacle to floor-wide vision. Planting 
box is white, shelves lime green, wood columns rasp- 
berry red. Chairs are red, lime and blue. 
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EF selling shoes by radio is a relatively new idea, then 
Jack Johnson of Fargo, N. D., is a radio pioneer. He 
has not only given radio a trial, he has used it almost 
exclusively for the past six years. In fact, he gives radio 
credit for having built his business. And his business 
had to be “built,” all right . . . from the very bottom. 

The women’s wear store in which he leased space for 
a shoe department in the Fall of 1934 was opening its 
doors for the very first time. It had no name. Eventually 
it came to be known and advertised as the “Store 
Without a Name.” It was located on a side street in a 
spot where other firms of one kind or another had con- 
sistently gone on the rocks. There were already 13 
well-established shoe dealers in this city of less than 
30,000. And the city was set right in the midst of an 
agricultural area whose crops had been damaged by 
dust and drought. 

But Jack Johnson saw possibilities. As long as his 
competitors were doing newspaper advertising, he 
decided to use the air. Three days a week for six years 
Station WDAY has carried The Store Without a Name’s 
“Tips From The Fitting Stool.” Although the program 
has been for only five minutes each noon, the results 
have amazed everyone but the sponsor himself, who saw 
a chance and took it. 

Since the style theme had already been overworked 
and was difficult to convey by air, The Store Without a 
Name deliberately set out to concentrate on comfort. In 


Shoe Department Built by Air 
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Cc. Jj. Theissen, display 
manager of the Store With- 
out a Name, can display 
200 shoes at a time, giving 
an equal amount of play 
to each of the two shoe de- 
partments, through his 
novel double-faced, five by 


nine foot show windows. 








How Jack Johnson, of Fargo, North Dakota, 


Opening a New Shoe Department in the Midst 
of Thirteen Well-Established Shoe Dealers and 
in a “Store Without a Name,” Built Up a Suc- 
cessful Business through Consistent Radio Ad- 


vertising — Keeps Card Record of Customers 


“Tips From The Fitting Stool” the store has impressed 
its listeners with the importance of wearing the proper 
shoes and being correctly fitted. It has brought out the 
fact that “proper” shoes can also be smart in appear- 
ance. These messages have been sugar-coated by re- 
lating the listeners’ own experiences and comments, and 
reading excerpts from their letters. 

Nearly every customer offers possibilities for a radio 
story. Sometimes “Tips From The Fitting Stool” con- 
cern a housewife in Fargo or a neighboring town, some- 
times a business woman, sometimes a nurse, often a 
farm woman. The store’s own fitters have gradually de- 
veloped a “nose for stories,” so to speak, and furnish 
[TURN TO PAGE 32, PLEASE] 











CBS Actress Ann Eden models smart campus 
outfit with matching sweater and ribbed socks. 


SADDLE OXFORD 


NORWEGIAN 





TONGUE 


FOR THE CAMPUS TRADE 


Bust a Few Seasons Ago It Was Nothing But Saddle Oxfords . . . Saddles 

on College Campuses, Then in High Schools, Finally in Grammar School and 

Still Lower Grades. Two Rivals Have Developed in the Past Year . . . the 

Norwegian Moccasin . . . Close Second to Saddles . . . and the Kiltie Tongue. 

Along with These, Three Other Styles Are Clicking with the Younger Crowd 

and Beginning To Take Their Place as Volume Builders . . . the High and 
Low Cowboy Boots and the Indian Moccasin. 


INDIAN 
MOCCASIN 


LOW COWBOY BOOT 














STEPPED UP 
SALES VOLUME 


by 
New Store Policy 


How a California Merchant Kept Abreast of 
the Progress of His Growing Community by 
Adapting His Store and Service to the Require- 
ments of an Increased Number of Customers in 


Retail Section Where the Trade Was Shifting 
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HEOW a city’s trading area sometimes changes in a 
comparatively short period of time and what a growing, 
progressive business must do to keep abreast of chang- 
ing trends in retail business, is well illustrated in the 
experience of The Boldrick Shoe Co., of San Diego, 
Calif., a business which was incorporated 27 years ago. 

During this time, San Diego, in common with many 
Southern California cities, has experienced a remarkable 
steady growth in population. Naturally this increased 
number of people has caused many changes in the retail 
business sector. In order to get the underlying reasons 
for the several moves Boldrick’s has deemed it necessary 
to make, the proprietor, W. T. Boldrick, was inter- 
viewed. 

“We opened for business in January, 1914,” said 
Mr. Boldrick. “For several years we operated two 
stores; then each of them was moved to a different 
location. 
to move in order to keep pace with a growing city. An 
enterprising and modern business has to be alert in 
considering the trend, as modern business in a live city 
is always moving and changing. It is sometimes hard 


It seems that, sooner or later, all business has 


Men like to buy their shoes in a men’s shop, separate 
and apart from the women’s and children’s sections 
and with a distinctly masculine atmosphere. When 
W. T. Boldrick, of San Diego, recognized this fact 
as a fundamental of shoe retailing, he opened the new 
men’s store shown in the accompanying photographs. 
Result, sales showed a gratifying increase, both in 
the men’s and women’s branches of the business. 


to be conscious of this fact until an opportuntiy is closed. 

“About two years ago, we secured a very advan- 
tageous location in the midst of the best business sec- 
tion. Then we decided to consolidate our men’s store 
with our women’s and children’s business. This was 
considered to be a good move for several reasons, such 
as cutting down on expenses, being able to supervise 
and watch operations which were all under one roof, etc. 


“The store was equipped with a department on the 
main floor for women’s high grade lines, next to it the 
men’s department and downstairs for children’s, sports 
department and a department for closing out short lines. 


“All went well for some time. Then the street changed 
to a distinctly women’s shopping street. A large de- 
partment store across the street, plus shops catering to 
women in this immediate vicinity, made us realize we 
could use the space devoted to the men’s shoes to a far 
better advantage by turning it over to women’s shoe 
selling activities. A survey showed that more than 
double the volume could be developed by selling 
women’s shoes instead of men’s, in this space. 


©¢6WV E found we had to change the men’s department. 
Sections in other parts of the store were considered. 
Finally we realized that we had been somewhat dull and 
slow to recognize what we now consider a vital truth in 


shoe retailing, namely, taat men like to purchase their 
shoes apart from all the rest of the shopping and con- 


fusion, in a place where they can be out of the way and 
in a store or ‘Men’s Den’ especially equipped for them. 

“Possibly this should have been sensed sooner just by 
observing a man who comes in shopping with his wife. 
He soon becomes restless and seems lost in ‘No Man’s 
Land,’ makes a getaway as soon as he can. This all 
goes to show a man’s likes and dislikes, whether timid 
or egotistical, well, we will leave that to the professional 
brethren. 

“A man buying a pair of shoes, or almost anything 
else, knows just about what he wants when he enters a 
place of business. He wants good service, correct fitting 
and to be served by a shoe fitter who knows his business 
and will produce results with the least waste of the cus- 
tomer’s time. Then our male customer likes to buy in 
a store that is distinctly a man’s place of business. 

“For the site of our separate man’s store, a place just 
about a block below our main store was selected. Con- 
siderable men’s traffic flows here, so all during the day 
men seem interested in the show windows. A consider- 
able steady increase in the men’s trade has been noted 
on the cash register since the store was first opened. 
The men’s shop is operating in the middle brackets with 
a price range of five to nine dollars. The many favor- 
able comments from our men customers on the change 
and their decided appreciation of our efforts to please 
them, have served to make us well pleased with the 
move.” 











Te fillers 
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OUTLOOUM 


Getting the “Breaks”—Playing Straight 


A FAMOUS cop in New York City, Delahanty, has said 
time and time again: “Getting the breaks is responsible 
for 60 per cent of success. You can’t tell me anything 
different.” Well, let’s hope there will soon be a break 
for the British. They have it coming to them. It’s about 
time for it! 

Speaking about breaks in business, one of our mer- 
chant friends found that a certain trade name was going 
to be dropped from a store that was taking over a 
different proposition. He wasted no time. Telephoned 
first, took an airplane second and before the day was 
out, he possessed the franchise for a new agency in that 
populace community. It was a break and he made the 
most of it. His second break was that he was on neigh- 
borly terms with the former owner of the franchise and 
negotiated for the transfer of the complete stock. You 
know, in too many cases the merchant dropping the line 
indulges in a form of “dropping the eggs” and scram- 
bling the “closing-out sale” all over the dump. 

Well, that merchant figured out that two breaks were 
all that he could expect and proceeded from that point 
with straight, orderly, sincere, customer-friend-making 
and today he has a business that should be sweeter ten 
years from now than it is even at present. Believe it or 
not, he has been doing 50 per cent more business each 
month ever since the lucky break. 

Now there is no moral to this story that the other mer- 
chant made a mistake. He didn’t! He too is sitting on 
the top. It was simply a case of you can’t play too many 
trade-mark tunes on the same cash register. 

Many a merchant thinks that promotions, as such, 
elaborate, spectacular, breath-taking performances in 
windows, newspapers, magazines and store will give him 
a break, that will turn the traffic of customers into his 
store. Sure, promotions are stimulating! That’s what 
they are intended for; but blitzkrieg promotions can mis- 
fire. They can be mis-timed. 

In a little study made of the effect of promotions, it 
was learned that in no case had the hyperdermic shots 
of an entire year of hot publicity done much more than 
15 per cent of the total business of the store. The ex- 
pense for such sporadic splurges gave unto the public a 
feeling that sensationalism was the rule in that store. 
Remember, we are not decrying adventure in advertising 
and in presentation but we are trying to develop a sense 
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of proportion. If 85 per cent of the business was entitled 

to only 10 per cent of the advertising dollar and pro- 

motionalism gets 90 per cent, there is something missing 

in the sense of proportion. Annual sales showed that 

85 per cent of the store’s trade was in regular, wanted 

goods and services, desirable goods of tested acceptance 
and only 15 per cent was “hot” favorites. 

In the majority of cases it was found out that the 
average effectiveness of stimulated promotions was a 
bare 3 per cent of total sales directly traceable to such 
presentation. Remember, these are figures out of live, 
interesting shoe stores—always featuring desirable mer- 
chandise and now and then screaming to the hilltops 
that they have miracles in merchandise. 

There is such a thing as living each day interestingly. 
having something fresh to offer weekly; having a keen 
appreciation of the timely desirability of merchandise. 

So you see, there can be little breaks in the public’s 
favor—day by day, week by week and year by year. 
Those are the things that make the store a living insti- 
tution and that give assurances of wages to workers and 
dividends to capital in the years to come. 

Remember this now and act accordingly—shoe stores 
are open for business fifty-two weeks in the year. Shoe 
factories need to run fifty weeks in the year. Make no 
mistake about it—if there is the national shortage of 
skilled labor anticipated by next October, any plant that 
does not offer continuous employment and hopes to get 
along with a schedule of thirty-two weeks’ work is not 
going to have their skilled help very long. If your 
sources of supply are important to you, you are going 
to order—not on the basis of a season but on the basis 
of a continuous run. Stores too will find out that clerks 
want the security of fifty weeks’ work and if they don’t 
get it they will go elsewhere, for more pay. 

We are talking straight business—looking at the fifty- 
two cards. There are mighty few kings, queens and 
jacks but plenty of numbers. It’s the numbers today 
that are of playing importance. The breaks of the game 
are won on straight playing from now on. 
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Perforated pumps, fashion-revised straps, 
town wear stepins, multi-colored sandals in 


STANDARD DIVISION'S 
DOESKIN 


White and leading fashion colors. 


Ae. ae 


Low-heeled walkers, comfort-plus moccas- 
ins, tie-pretty oxfords, lightweight brogues 


STANDARD DIVISION'S 
KASHMIR KID 


White and Casual Colors. 


STANDARD Kip Division ALLIED Kip COMPANY 
209 SouTH STREET e Boston, MassaCHUSETTS 
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ALD COMPANY 


La. 
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Right: Mrs. Mary Brouwer Finley, 
Mr. Brouwer’s daughter and well 
known for her work on children’s 
shoes, takes it easy in the back yard 
as she looks over her current issue of 
the Recorper. 


S, J. BROUWER SHOE COMPANY, in Milwaukee, 
Wis., the home of “Research Footwear,” is also the typi- 
cal example of what is known as a successful family 
business. S. J. Brouwer is the founder of the Brouwer 
outfit, and is assisted ably by his son, Ellis, and his 
daughter, Mrs. Mary Brouwer Finley. 

Ever since Mr. Brouwer has been in the shoe busi- 
ness, the Recorper has been a welcome weekly guest. 
As Mr. Brouwer puts it, “The Recorper has made us 
acquainted with the shoe men of America, and given us 
rel‘able news of what a great shoe fraternity is doing. 
You have stimulated our thinking, and through the ad- 
vertising pages, have kept us informed as to what the 
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AND 
DAUGHTERS 
TOO 







Left: Stephen J. Brouwer, prominent 
figure at all the important shoe shows 
and well known shoe retailer, takes 
time out while the family car is being 
loaded with shoes to be transferred 
to one of his branch stores, to read 
the Recorper with his son, Ellis, who 
is associated with him in the business. 


progressive manufacturers are putting on the market 
for us.” 

When Mr. Brouwer reads the Recorper, he picks out 
certain articles to which he calls the attention of his 
department heads. In that way, the ideas are developed 
and become of still greater value to the Brouwer organ- 
ization. 


THE Brouwers have two suburban stores, one in Wau- 
watosa and one in West Allis. They often transfer shoes 
from one store to another, and while waiting in the car 
for the shoes to be packed for transfer, the Recorper 
makes welcomes reading. 
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Whether Celostic is purchased in 25, 50 or 
100 yard rolls, or as ready to use cut box 
toes, it arrives in shoe factories in good 
condition because it is packaged in light, 
durable, easily handled packages. 


Lining, box toe and doubler are fused into 
@ single structural toe unit. That is why toe 
linings will not wrinkle. The accuracy of 
line thus achieved is appreciated by the 
shoe store man — sought after by the con- 
sumer. 
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Most manufacturers find it more economical 
to cut their own box toes from Celastic in 
roll form. Some prefer to buy their Celastic 
box toes already cut and skived to their 
specifications. 





With Celastic there are perfectly matched 
pairs — shoes with an extra dash of style, 
firm, smooth toe units with flexible tip 
lines that hold toe character even under 
conditions of extra hard wear that break 
down ordinary box toes. 


In the factory, Celastic box toes can be 
made ready for insertion instantly. Ease of 
toe lasting wins the approval of manufac- 
turers and their operators. Heat and mois- 
ture cannot change the structure or shape 
of a toe formed with Celastic. 


See your United Salesman 
about having a factory trial 
of Celastic. 


THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A Boot and Shoe Recorder Department 


orgy PEPLES 


by JOHN F. W. ANDERSON 


Dedicated to the Great 
Outdoors 


All signs point toward a greater 
Spring and Summer for outdoor foot- 
wear than ever before, that is if style 
forecasts and early Spring windows 
are any criterion. An excellent ex- 
ample of a man’s window display for 
Spring is to be seen in the Florsheim 
shoe store, Broad Street, Newark, 
New Jersey. 

The motif is the broad open spaces, 
with shoes displayed on a white horse 
jump set up in the center of the win- 
dow. A green cloth background, tan- 
bark on the floor, riding crops, riding 
boots, western leather belts all add 
important atmosphere to the rich 
brown shades of their heavy outdoor 
and sports shoes for Spring. A man 
sure gets a Spring suggestion for foot- 
wear from this window! 

* 2 # 


A Little Light on the Subject 


Glass, metal, woodwork painted in 
pastel shades, illumination and clean- 
liness seem to be the trends in modern 
store design. 

In regard to glass and illumination 
we particularly note the tendency to 
make window backgrounds of glass. 
A glass background affords the shop- 


per a look into your store and invites 
people to come in. It is also useful to 
customers in the store in that they can 
more easily point out to the salesman 
shoes in the window that they would 
like to try on. 

Stores that are on the corner or that 
have a side wall facing on an alley 
or driveway might well look into the 
idea of a glass brick wall or section of 
a wall. It is not only attractive and 
modern but also provides considerable 
illumination. 

* * o 
“Feet First into Playtime” 
(Hahn, Washington) 
* * * 


Private Secretary to the Public 


Bamberger’s department store in 
iNewark, New Jersey, has recently 
started a customer reminder service in 
which they offer to remind their shop- 
pers as to the anniversary dates of 
their friends and relatives. Both sides 
of the card are shown below and we 
think that shoe stores can readily get 
the hint as to its usefullness as a 
good will and business builder upper. 
A shoe retailer could place one of 
these cards in every box of shoes sent 
to a customer and every wrapped 
bundle taken from the store. The pub- 
lic appreciates extra services. 


EAS 


® 


Successful Outdoor Advertising 


If you have a large blank wall or 
signboard near your store and con- 
template “dragging those customers 
in” with a beautiful outdoor display 
ad, you will be interested in the fol- 
lowing five essentials of effective out- 
door displays garnered from the 
Chevrolet Dealers News: 

1. Simplicity. One thought or mes- 
sage should be presented in a manner 
that is simple and easy to understand. 

2. Attention. Illustrations are the 
best means to secure attention, al- 
though an unusual idea, a clever de- 
sign, or striking colors may obtain the 
same result. Freakish ideas or designs 
are inadvisable. 

3. Text. The selling message should 
be expressed in five or six words. Let 
the picture or illustration tell the main 
story. The text should merely sup- 
plement and strengthen the message 
conveyed in the illustration. 

4. Color. In selecting colors, the 
service or product to be advertised 
should be considered. Vivid effects 
are useful for some. types of products 
but if, for instance, a financial institu- 
tion is to be advertised, the choice of 
colors should be conservative. 

5. Composition. The entire design 
should be tied together in such a man- 








BAMBERGER’S HELPS YOU 


Please remind me that my 


Bamberger’s Helps You Remember 


birthday bapti: + . £ 5. * and Idi: . 


on ~ 
~ saries. It's all we can do to handle our immediate families. 


Name 

















Has «. 





(birthday, anniversary, ete) 
For this reason, Bamberger’s has i d a new service which guar- 
antees you against forgetfulness. We will keep your file of people you 
wish to remember.- We will remind you of the occasion in enough time 
to do something about it. And if you are not sure of what to do, we'll 
be glad to suggest a gift that is suitable for the occasion. Bamberger's 
helps you remember. 





My Name 





My Address 


GIVE THIS CARD TO ANY SALESPERSON AND WE 
WILL REMIND YOU OF THIS EVENT EACH YEAR 


Personal Shopping Service 
| L BAMBERGER & C8. -@ | 
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BEST IDEA OF THE WEEK 
T. W. MARSE COMPANY SHOE FAIR 
(T. W. Marse Company, Taylor, Texas) 


Dept. Manager E. L. Smith—“I am very glad that 
you dropped in, Mr. Ideator, because I want to tell 
you about a promotion that we ran in our store on 
Wednesday, March 6, that was the most successful 
promotion that we have ever used. Over the years 
I have used a number of merchandising ideas from 
your paper and now I am only too willing to con- 
tribute an idea that has been very helpful to us. 
I hope that it will prove useful to other merchants.” 


O. P. Ideator—*Let’s hear the story.” 


Mr. Smith—“On Wednesday, we held in our depart- 
ment store the T. W. MARSE COMPANY SHOE 
FAIR. All the traveling men from whom we buy 
shoes were invited to visit our store on that day and 
spread their sample lines in special spaces provided 
for each. These men responded one hundred per cent.” 


O. P. Ideator—‘“I can well imagine that you must 
have had a tremendous exhibit.” 


Mr. Smith—‘We had on display men’s, women’s 
and children’s shoes of all characters. But rather than 
a huge conglomeration of shoes in one big display, 
we separated them according to types. That is, men’s 
shoes in the Men’s Clothing Department, play and 
sports shoes in the Sportswear Department, women’s 
regular style shoes displayed in several departments 
such as Ready-to-Wear, Piece Goods, and Hosiery 
Departments, children’s shoes in the Children’s De- 
partment, and so on.” 


O. P. Ideator—“How did you publicize this mam- 
moth private shoe show?” 


Mr. Smith—“We received wonderful cooperation 


from our Chamber of Commerce and local newspapers 
in the way of publicity for this event. The Chamber 
of Commerce mailed out invitations to all shoe mer- 
chants within a hundred miles of Taylor inviting them 
to visit our shoe fair and purchase from the travel- 
ing men gathered here any shoes they might need 
for the next season. Several retailers did come in 
and bought some eighty dozen pairs of shoes.” 


O. P. Ideator—*And for this Marse’s can be ranked 
among the public service institutions of the commun- 
ity.” 

Mr. Smith—“Now for the good news! Approxi- 
mately 1000 customers visited the store during the 
day and all departments reported good business. In 
fact, the shoe departments had total sales for the one 
day equal to one-third total sales volume for the entire 
month of March 1940. That’s not bad, especially 
when you consider that all shoes sold carried our Fall 
markup. A few pairs were special orders. These car- 
ried an extra thirty per cent markup.” 


O. P. Ideator—*“And business like that is really 
something to rave about.” 


Mr. Smith—“As you can well imagine, this pro- 
motion proved so successful that it will be repeated 
annually in our store from now on. 


“We are now very busy mailing out letters of appre- 
ciation to all of those who cooperated with us to make 
the shoe fair a success.” 

O. P. Ideator—‘“I can also say that I and any shoe 


retailers who find this idea profitable also owe you a 
letter of appreciation. Many thanks!” 








ner that the idea will naturally lead 
from the message to the name. The 
lines and direction of the design will 
be most effective when they lead to 
the name of the company or product. 
* * 
Quiz Question 

Is the temperature of your store 
adjusted to your or your customers’ 
comfort? 

I bet a lot of retailers never thought 
of that one. I know I never did until 
I called on a recently on a busy after- 
noon. 

I had to wait a while to see the 
proprietor so I sat down on a fitting 
stool to watch the day’s business. I 
was wearing a winter overcoat and 
soon began to feel distinctly uncom- 
fortable. When the owner of the store 
came over, I asked him, “What is the 
temperature in the store?” 

He went over to a wall thermometer 
and reported back that the tempera- 
ture was about 73 degrees. I asked 
him how he felt and he said that it 
seemed just about right to him. 


Maybe it felt right to him in a 
suit coat, but a number of waiting 
customers looked mighty uncomfort- 
able to me. 

Moral:—Your customers’ 


comes first! ! 
* ca = 


comfort 


Twenty-five Per Cent of Volume 


At the Guarantee Shoe Store, Santa 
Fe, New Mexico, they have found that 
volume of hosiery is largely depen- 
dent on effective display plus selling 
approach. 

Each morning, one of the salesmen 
places five pairs of hose on the coun- 
ter next to the cash register. These 
stockings represent the five basic col- 
ors in the store’s best selling line. 
The hose is left in the boxes with the 
tops underneath to provide a slight 
tilt to the merchandise. After a sales- 
man sells a pair of shoes, he brings 
the customer to the cash register and 
holds the shoes up to the proper shade 
of hose. Instead of the customary 
stock expression asking the customer 
if she is interested in buying some 


hose, the salesman says, “This pair 
of hose will match your new shoes 
beautifully.” A helping hand in pick- 
ing out the proper stockings for the 
customer has helped to build up the 
store’s hosiery business to a point 
where it is 25 per cent of the store’s 
total volume. 

“We've found that our shoe sales- 
men can do a better hosiery selling 
job than our hosiery girls,” says Man- 
ager B. W. Petchesky. “In a city of 
this size, our salesmen get to know 
their customers and have an oppor- 
tunity to develop their confidence. 

“The most important thing is to 
suggest in a positive way. If you ask 
the customer whether or not she is 
interested in hose, you invite her to 
easily say ‘no.’ A useful suggestion 
to aid the customer in picking out the 
correct shade encourages the customer 
to say yes. It brings results.” 


i * — 
Style is made up of accidents—a 


characteristic of talent 


—OPISM 
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The women’s shoe depart- 
ment of J. Blach & Sons 
on a busy day. 


They Sell 90% of Their Shoppers 


Study the Style Preference of the Customers in Your Com- 


munity and You'll Be Able to Sell Them. At Least That’s 


the Rule David Feinefeld, of J. Blach & Sons, Birmingham, 


Alabama. Has Found to Be Most Successful. 


NINETY PER CENT of the customers who “shop” the 
women’s shoe department of J. Blach & Sons, Birming- 
ham, Ala., are sold, according to David Feinefeld, buyer 
and owner of the department. This means that of the 
women who come in for a fitting, there are only 10 
per cent who walk out without buying, and this in a first 
floor department. 

This record is established, not by any high pressure 
method or “turnover” system, but chiefly by having 
what the customer wants, says Mr. Feinefeld. He has 
always insisted that selling the customer and preventing 
walkouts are much more important than striving for a 
big turnover by concentrating stock behind too few best 
sellers. 

This department specializes in shoes selling from 
$6.75 to $18.75 and in this price range carries practi- 
cally everything a woman could want. If she has not 
made up her mind, the salesmen are adept at rendering 
assistance, but the rule is to let the customer choose. 

If there is any keynote struck hy Mr. Feinefeld in 


his merchandising, it is one of high style. He has been a 
leader in that respect, and often designs his own num- 
bers, based on his long experience in what appeals to 
feminine tastes. He keeps a card index with the names 
of some 20,000 customers. He often burns the midnight 
oil studying the style preferences as shown by these 
cards. Hence, when he goes to market, what might seem 
daring on the part of some buyers, is based on actual 
experience in his case. 

Mr. Feinefeld came to this country from abroad, and 
at an early age began his career as a wrapper boy for 
Loveman, Joseph & Loeb. He then went to Burger- 
Phillips Co., returned there after service in the World 
War, and managed the women’s shoe department from 
1920 to 1924, building up the volume from $50,000 to 
$150,000. 

From 1924 to 1933 Mr. Feinefeld managed the 
French Bootery in Birmingham. In the depth of the 
depression, when the new J. Blach & Sons store opened, 

[TURN TO PAGE 36, PLEASE] 
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Individuality for the Shoe Department 


[CONTINUED FROM PAGE 19] 


ment of unique open-screening devices 
expressly designed to limit departments 
without interrupting floor-wide vision 
and defeating the primary aim of spa- 
ciousness and freedom. 

Two of these separating screens on 
the Junior Miss floor, both related to 
the shoe department, are of special in- 
terest. The first is the unit that sepa- 
rates the shoe department from the 
adjoining dress department. This screen 
device consists of three parts: floor 
planting box, curved display shelves, 
and slender wooden columns that extend 
to the ceiling. The white-painted floor 
box is designed to hold hardy potted 
plants and may be changed from time 
to time to meet seasonal requirements. 
The curved, lime-green shelves furnish 
a pleasing color note and contribute to 
suggestive selling by their use for shoe 
display. The separating unit is com- 
pleted by ceiling-height wood columns, 
painted raspberry red providing a color 
accent for the floor. 

Floor-to-ceiling screens that separate 


the Junior Miss shoe department from 
the adjoining millinery department 
form a second unusual device for 
screening without setting up a visual 
barrier. Constructed of a composition 
cement and asbestos panel, these light- 
green screens incorporate eye-level dis- 
play cases that extend through the body 
of each screen. Their exterior edges 
are painted dark green, and their in- 
teriors white, with contents illuminated 
by direct lighting from above. Inclu- 
sion of both millinery and shoes within 
these cases provides a connecting link 
between the two departments, since the 
merchandise is visible to customers on 
either side of the screens. 

Somewhat similar in purpose to these 
devices is the pigeon-hole screen de- 
signed to separate the women’s shoe 
department on the store’s second floor 
from the adjacent fur salon. Painted 
white, this wood screen is completely 
open except for three of the squares 
which are fitted with backs and special 
lighting for use as display spots. 





Brown Gaining in Importance 
In Spring Selling 


Cuicaco, ILtt.—Brown is becoming 
increasingly important in the early 
Spring shoe selling picture in the Chi- 
cago area. Although saddle leathers 
are still in great demand, retailers note 
a definite trend to darker browns 
which is expected to increase with the 
coming of Spring and the wearing of 
tans, beiges and tweeds. 

Marshall Field & Co. have been show- 
ing an entire window of browns with 
the legend—‘“Spirited Sportswear in 
Brandy Brown—heady shade that puts 
warmth in your Spring wardrobe.” 
Mandel Bros also showed several win- 
dows of brown ensembles including 
shoes. 

Spring shoe selling continues at an 
accelerated pace with patent and ga- 
bardine combinations in black chiefly 
in demand followed closely by saddle 
leathers in a variety of versions. Blue 
is beginning to come up fast in selling. 


Displays Keep Pace 
With Spring Trends 


[CONTINUED FROM PAGE 16] 


General illumination of shoe depart- 
ments is obtained by means of indirect 
incandescent lighting, accented by 
fluorescent and spotlighting for dis- 
plays. 

Other details of shoe-department 
work at Julius Garfinckel are outlined 
in the captions attached to the accom- 
panying photographs. Williams & 
Harrell designed all new furniture in- 
Stalled as part of the modernization 
program in the shoe and other depart- 
ments. 


J. B. Reinhart Is Named 
Trimfoot President 


St. Louis, Mo.—At the annual meet- 
ing of the stockholders of the Trim- 
foot Company, Feb. 25, H. S. Gardner 


J. B. REINHART, SR. 


retired from the office of president to 
become chairman of the board. 

J. B. Reinhart, Sr., who has been the 
active head of the Trimfoot Company 
since its organization, was elected presi- 
dent. J. B. Reinhart, Jr., was elected 
vice-president, E. R. Gardner was 
chosen treasurer, and Miss M. Donog- 
hue, secretary. 

Thousands of shoe dealers know Mr. 
Reinhart, Sr., for his friendly philoso- 
phy as expressed in a monthly letter 
that goes to more than eight thousand 
shoe dealers throughout the United 
States and Canada. 


| 


| 
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ATTENTION 


RETAIL SHOE 
SALESMEN 


How many times have you wished 
for a store of your own? Here's 
how you can get better results with- 
out the many responsibilities of own- 
ing a business. 


If you qualify, you will be placed in 
charge of a Health Spot Shoe Shop, 
drawing a regular salary and sharing 
liberally in the profits of the store. 


You can average as high as 75 to 
85 per cent of the profits after oper- 
ating expenses are paid, including a 
nominal charge for inventory con- 
trol services and such other services 
as are rendered. 


Up-to-date inventory control permits 
of transfers between stores, relieving 
you of slow-moving stock and mak- 
ing room for numbers that are in 


EXCLUSIVE 
HEALTH SPOT SHOE SHOP 


demand in your locality. The in- 
dependent retailer who buys unwise- 
ly must dispose of such shoes at a 
loss to clean them off his shelves. 


You will receive complete data on 
budget control and monthly operat- 
ing figures, with just the right 
amount of supervision and intelli- 
gent instruction to help you operate 
successfully. 


This opportunity is open to men 
who know how to fit shoes prop- 
erly and how to handle customers. 


If you can furnish satisfactory ref- 
erences as to character and past em- 
ployment, send for an application 


blank today! 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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How the Energy-Saving 
- Level-Wear of Og) 





There’s one easy way. 


in for repairs. 


run-down corners. 


satisfied. 





Left and Right 
[Rubber Heels 


Shoes for you! 


It's old customers who come back for another pair—and 


another—who make your store successful. 
So don’t miss a chance to make your shoes deliver more 


comfort and smart appearance and long-wear economy. * 


See to it that your own or your contract repair shop puts 
on ITS Left and Right Rubber Heels when the shoes come 


ITS are the only heels with the scientific left and right 
level-wear pads that keep shoes treading level, avoiding 


Specify them to make your shoes keep your customers 





CO., ELYRIA, 0. 


26 Years of Better Rubber Heels—Millions of Users 
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PRICE TICKETS 
Attractively hand lettered in 


$s. 
stock. ‘ Samples available on 
6 Dez.—$i.10. 12 Doz.—$2.00 
Imprinted 


100 tickets—$3.00 
200 tickets—$5.00 


Cheek with order please, un- 
less C.0.D. preferred. 


lf you are not re- 


PRICE TICKETS 
They give your win- 
dows the Professional 
Touch. Also Window 
Cards 8”x14”. 
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Shoe Department Built by Air 


[CONTINUED FROM PAGE 20] 


endless radio material gleaned from the 
customers whom they have fitted. So the 
program is kept timely, full of human 
interest, and close to the daily lives of 
the listening audience. 

Twice a year a local chiropodist co- 
operates with The Store Without a 
Name in conducting a foot health clinic 
in the shoe department. A clinic for 
children is held just before the opening 
of school, and another for women in the 
Spring. At these times the chiropodist 
himself is interviewed on “Tips From 
The Fitting Stool” and adds an authori- 
tative note to the program. Since the 
points he bring out are invariably iden- 
tical to those which have already been 
stressed in preceding programs, his 
comments naturally inspire confidence 
in The Store Without a Name in the 
minds of the radio listeners. 

Many of those listeners are mothers. 
The Store Without a Name has made 
them foot-conscious to the degree that 
they realize they are responsible for the 
welfare of their children’s feet. As a 
result, for the past five years The Store 
Without a Name has had a second shoe 
department in its basement, doing a fine 
job of selling quality children’s shoes. 

Growing girls and women who re- 
quired large sizes seemed to be neg- 





lected by the other shoe dealers in town. 
So The Store Without a Name has gone 
out of its way to cater to them. It has 
carried smart young patterns in narrow 
widths for style-minded girls who are 
hard to fit. And it has carried plenty of 
9’s, 10’s, and 11’s in styles for women. 
These two specialties have been adver- 
tised by radio and the response has 
brought an additional stream of grate- 
ful customers to The Store Without a 
Name. 

With “Tips From The Fitting Stool” 
the store has contacted a tremendous 
number of prospective buyers within a 
wide trading area. When they come to 
Fargo to shop for shoes, they come to 
The Store Without a Name. They feel 
acquainted with its fitters and its lines 
of footwear, after hearing so much 
about them over the air. And those 
who are unable to shop in person shop 
by mail. 

It was to facilitate the filling of these 
radio listeners’ mail orders that The 
Store Without a Name first began keep- 
ing a complete record of every cus- 
tomer. However, these cards have 
proved to be additional “business-get- 
ters,” especially at Christmas time. 
While other shoe dealers take it for 
granted that December is an “off- 


SOUTH STATE STREET © 


CHICAGO, ILLINOIS 





month” for shoes, Jack Johnson pro- 
motes his comfort footwear with the 
theme, “Give Mother Shoes For Christ- 
mas.” The listeners are assured that 
the purchase of a pair of shoes for 
Mother is a simple matter, because The 
Store Without a Name has all the in- 
formation required and knows just 
what she wears. Husbands, sons, and 
daughters respond enthusiastically to 
the suggestion, both in person and by 
mail. 

So Jack Johnson will tell you that 
radio can sell shoes. He’ll tell you that 
if you hammer away consistently and 
if the program you use is kept inter- 
esting, it can be a “straight commer 
cial” and still have a listening audience 
And he'll tell you that in spite of keen 
competition, your shoe store won’t be 
“one too many” .. . if you use radio 


Store Celebrates 


First Anniversary 


CoLumBIA, Pa, — The Jack Horner 
Shoe Store, 251 Locust Street, this 
week celebrated its first anniversary. 
The store, which is operated by Robert 
H. Horner and Mrs. Evelyn Donley, co- 
partners, recently added a hosiery de- 
partment. Mr. Horner was former!y 
associated with the local Haines store, 
having been employed there for ten 
years. 
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St. Louis Changes Opening 
Dates to May 11-14 


St. Louts—The executive committee of the St. Louis 
Shoe Manufacturers Association, in charge of arrange- 
ments for the forthcoming opening in May, announced 
last week a change in dates from May 4, 5, 6, 7 to 
May 11, 12, 13, 14. At the same time a switch in hotels 
was made from the Pennsylvania to the Commodore 
at New York. This announcement follows some two 
weeks of discussion between St. Louis manufacturers, 
key buyers and members of the Shoe Manufacturers 
Board of Trade of New York, Inc. 

In selecting the earlier date originally, the St. Louis 
manufacturers felt it was the most logical time for an 
opening since their new lines usually are ready to go 
out May 1. But later, when the New York group decided 
upon the week of May 11 to hold their opening, a 
problem affecting the buyer of shoes was injected into 
the picture. It was seen that such a conflict of dates 
would cause many buyers to either spend two weeks 
of May away from their desks or elect to attend one 
or the other of the two openings. 

Quite a bit of trade controversy developed. New 
York manufacturers contended that their dates were 
more suitable, that they didn’t care to move them up. 
The issue became the topic of much loose sample room 
discussion. St. Louis then considered the possibility 
of selecting May 8, 9, 10 so that a buyer might go to 
New York for those three days, remain over the week- 
end and then attend the New York Opening May 
12, 13, 14. This idea was abandoned, however, in 
favor of a complete switch in dates and hotels, since 
the Hotel Pennsylvania was not available for May 12, 
13, 14. 

A complete and amicable understanding between the 
New York and St. Louis markets has thus been reached. 
On March 5 Secretary Burton, of the St. Louis Shoe 
Manufacturers Association, wired Morgan Grossman, 
president of the Manufacturers Board of Trade of New 
York, Inc., as follows: “Believe sincerely that a two- 
week market season opening is entirely too long for 
merchants. In all fairness to shoe buyers time, would 
it be possible to get together’ on dates. Understand 
hotel accommodations in New York week May 12 are 
serious. May we have your cooperation?” 

Mi. Grossman replied that same evening with the 
following telegram: “We heartily agree with you 
on the desirability of one showing date. The qual- 
ity shoe manufacturers of New York have chosen 
May 12 as the date best serving the interests of their 
customers who have so indicated that as most con- 
venient. Therefore we earnestly urge you to show 
with us at that time and thus make it possible for all 
retailers to visit New York with minimum loss of time 
from their establishments. We shall be glad to advise 
you immediately of hotel space that may be available 
on that date.” [TURN TO PAGE 35, PLEASE] 





SHOES BY BATES SHOE CO. 
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Bates reports a healthy repeat business 
on Compo Shoes. Their superb fitting 
quality and smoothness 
of line are a definite 
selling factor. 
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Shoes Have Scuffless Heels 


Patent is pre-eminent! Be sure your patent 
and patent trim sales stories include Scuffess 
“Pyraheel” plastic heel covering. Women know 
“Pyraheel” resists cracks, dents, chips, checks, 
or fading. They know it is a Du Pont quality 
product. Your sales force and advertising can 
make capital of it. Ask manufacturers to deliver 


| 
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E.L DU PONT DE NEMOURS & CO. (INC.), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 





Labor Commissioner to 


Probe Factory Sales 


Rocuester, N. Y.— Miss Frieda S. 
Miller, state commissioner of labor, 
promises an immediate investigation of 
a complaint made by the New York 
State Shoe Retailers Association that 
certain Buffalo industries are violating 
the state labor law through the sale of 
shoes to employees. 

A resolution was adopted at the 
Syracuse meeting of the Association 
asking for the enforcement of Sections 
197, 198 and 221 of the Labor Law. 
This was given to the Legislative Com- 
mittee, of which Jesse Adler is chair- 
man, and Harry A. Chase, secretary of 
the association, wrote to Miss Miller 
regarding the action taken. 

Buffalo members of the association 
say that great numbers of work shoes 
are purchased by industries there direct 
from shoe factories and sold to em- 
ployees at cost, classifying them as 
“safety. shoes.” This, they say, has re- 
sulted in considerable loss of trade by 
retailers. 

It is contended that it is a violation 
of the labor law, whith prohibits as- 
signment of wages for purchase of 
clothing or other merchandise, and that 
no part of wages may be withheld. It 
is alleged the shoes are sold on credit 
and their ‘cost taken from wages. 

The names of the firms which are 
said to sell shoes to workers was sent 


to Miss Miller, along with the resolu- 
tion. Her reply, promising an imme- 
diate investigation, was sent to Mr. 
Chase. 


S. F. Smythe Manages 


Foreman & Clark Department 


Los ANGELES, CALIF.— Stanley F. 
Smythe has assumed the manager and 
buying duties connected with the op- 
eration of the six Foreman & Clark 
shoe departments, which now carry 
men’s shoes. A grading-up program is 
now in progress in keeping with the 
demand for better shoes than has been 
stocked in the stores. It is planned to 
place considerable emphasis on sports- 
wear and casual types in keeping with 
the considerable amount of clothing of 
that type which will be presented to 
the public by the Foreman & Clark Co. 





New Manager Assumes Charge 


Decatur, ILt.—Winslow Whan has 
been appointed manager of the shoe 
department at Stewart’s Dry Goods 
Company, 227 N. Water Street. He 
succeeded Harry Eppestine, who has 
taken a similar position in Fargo, 
North Dakota. 

Mr. Whan has been in charge of the 
shoe department at the P. Bergener 
store in Peoria, Ill., is married and 
has taken up his residence in Decatur. 





Brown and Navy 
Favored in Philadelphia 


PHILADELPHIA—Spring business has 
already gotten off to a good, early start 
in Philadelphia, with brown leading in 
various shades, from saddle color and 
light tans down to the darker tones. 
Apropos of saddle leather, Murray 
Rolfe, buyer for Dalsimer’s, recently 
introduced a square-toed slip-on with 
harness stitch, which was developed in 
their own factory. Early indications 
of favorable reception by young Phila- 
delphians were considered very grati- 
fying. Mr. Rolfe believes this type of 
shoe carries out perfectly the store’s 
policy of being “First in Fashion” 
without sacrificing comfort for style. 

“The middle-of-the-road customer,” 
Mr. Rolfe commented, “is fully as style- 
conscious as the debutante.” He ex- 
pects to see great activity this Spring 
in Softex leathers. This does not mean, 
however, that patent will take a back- 
seat; both patent trim and allover pat- 
ents are expected to enjoy a big season. 

Steigerwalt’s introduced their Spring 
lines four weeks earlier than last year, 
and results so far have exceeded ex- 
pectations. A particularly cordial re- 
ception was given to shiny leathers, 
with ‘saddle leading in two shades, 
natural and tan. S. M. Arnold, buyer, 
found his customers making a definite 
swing in the direction of the jodhpur 
pattern, so much so that he thinks it 
likely to become a regular staple sal- 
able in Fall as well. Innovation in this 
type of shoe is the use of Synchroflex 
in women’s shoes, formerly confined to 
men’s. In general. Mr. Arnold reported 
women showing increasing fondness 
for the heavier looking, masculine shoe, 
with flexible construction. He quoted 
many instances of customers asking for 
“a shoe that can be polished like a 
man’s.” 

Mr. Arnold had such good success 
with his Southern cruise lines that he 
will carry practically all of them for 
Summer. This store, incidentally, con- 
cluded the biggest Winter white season 
in its history, and the reason was sim- 
ply that promotion was begun a month 
earlier than usual. 

Blum’s shoe department mentioned 
navy as particularly outstanding this 
season, having failed to slacken off the 
least bit despite its unusually earl) 
start. A series of navy windows, rur 
in recent weeks, was held partly re 
sponsible. Jonas B. Goldman, buyer for 
the Shoe Salon remarked that navy 
broke all past records for early selling 
in this store, the last week of December 
having never been a “navy week” be- 
fore. Other headliners mentioned were 
reds, particularly alligator, which are 
good for a long run, and “Tack-Room 
Tan,” Bium’s version of the reddish 
tan. Mr. Goldman described as “stu- 
pendous” the response to newspap:T 
promotion of the “Poeohontas” shee, 
featured with hand-bag to matci. 
Americana themes are expected to s'1! 
in a big way from now on. 
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St. Louis Changes Opening Dates 
[CONTINUED FROM PAGE 33] 


Subsequently Mr. Burton completed arrangements 
with the Commodore Hotel, reserving for the St. Louis 
exhibitors the sixth, seventh and eighth floors. He then 
sent an invitation to the members of the New York 
Group as well as to other leading manufacturers to 
also display at the Commodore. At this writing the 
New York Group has indicated that it will consider 
the alternatives of taking a separate and exclusive floor 
at the Commodore or showing at the Biltmore Hotel 
next door. 


Langston Favors One Centralized 
Seasonal Showing 


New York—Commenting on the change of plans 
announced by the St. Louis Shoe Manufacturers Asso- 
ciation with regard to the time and place of their May 
showing in New York, L. E. Langston, executive vice- 
president of the National Shoe Retailers Association, 
expressed gratification at what he called a step in the 
right direction toward bringing these seasonal exhibits 
to a central point which he believes will make for the 
greater convenience of visiting buyers. 

Mr. Langston said his association has received sug- 
gestions from many retailers that an effort be made to 
induce as many manufacturers as possible of medium 
and better grade shoes to display their lines at one 
centrally located hotel. He expressed himself as de- 
lighted that a move was being made which may in some 
measure further this objective. He added that he hoped 
the invitatien which he understood St. Louis manufac- 
turers have sent to members of the New York group and 
former members of the Shoe Fashion Guild, to show 
their lines at the Commodore, would be extended to 
include other manufacturers of medium and _ better 
grade shoes. 


New Leather Colors for the Fall 
Season Announced 


New Yorxk—tThe following names for the new shoe 
and leather colors for Fall, 1941, were announced by 
Margaret Hayden Rorke, managing director of the Tex- 
tile Color Card Association: Golden Tobacco, a light 
golden brown; Rico Brown, a dark basic brown; Kona 
Red, a deep rich red; Paniolo Tan, tortoise or saddle 
tone, deriving its name from the paniolo, or Hawaiian 
cowboy. 

In addition to the above new shades, Bluejacket and 
Turftan are carried over from the 1941 Spring Shoe 
and Leather Card. 

Mrs. Rorke has also announced the following names 
for the three new colors for men’s shoes: Pampas 
Brown, reddish brown tone; Chilean Brown, Cordovan 
shade; Charro Tan, saddle tone, deriving it name from 
the charro, or Mexican cowboy. 








SHOES BY CONRAD SHOE CO. 


soto BY YOUNG speepy SHOES- 10s anceves 
soLed BY OMP() Tecuniave 


A novel man’s shoe with a rounded 
sole edge — “Light as air’ Thanks 
to the Compo technique. 
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A Snug Fit on the Arch No More Peely Soles Flexibility 


COMPO SHOE MACHINERY CORP. Boston, mass. 
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your requirements today! Delivery at once... . Folders showing addi- 
tional MODERN MISS business-builders gladly mailed upon request. 


HUTH & JAMES SHOE COMPANY - 


17150L White & bro. grain. 
17003L 
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Wale & bro-grein, RED“ WEDGE” SOLE 





They Sell 90% of 
Their Shoppers 
[CONTINUED FROM PAGE 30] 


he leased the women’s shoe department 
with only $2,000 capital and that 
mostly borrowed. He began witli; only 
200 pairs of shoes and with himself as 
the only salesman. In the first three 
months he ‘fell down on his contract 
to ce a stated amount of busi- 
ness, but by the. end of the year he 
turned in a $30,000 volume. The sec- 
ond year he doubled this volume, and 
the third year he reached $100,000. 
Today the Blach’s women’s shoe de- 


partment employs eleven persons and 
does one of the biggest volumes in the 
city in higher priced shoes. The busi- 
ness continues to grow. 


Expects Big Season 
On Loafer Types 


Raton, N. M.—Loafer-type shoes for 
beth men and women will be the big 
thing in the Southwest this season, 
according to G, W. Barringer, man- 
ager of thé Kilmurray Clothing Com- 
pany, here, operator of one of Raton’s 
most successful shoe departments. 

“Low-heeled slip-ons are the big 
thing right now,” says Mr. Barringer. 


Macy President to Speak 
At Style Conference 


New YorK — Announcement was 
made this week by L. E. Langston, ex- 
ecutive vice-president of the National 
Shoe Retailers’ Association, that Jack 
I. Straus, president of R. H. Macy & 
Co., will be the featured speaker on the 
opening program of the N.S.R.A. Style 
Conference Monday morning, March 
31. The subject of his address will be 
“Retailing and National Defense.” The 
detailed program for the style confer- 
ence will be announced shortly. 


Shoemaker’s $500 Found 
In Old Document 


RocHEsTerR, N. Y.—Five hundred 
dollars in bills which Benjamin Smith, 
searcher of titles at the Monroe County 
Courthouse, found in the folded pages 
of an abstract of title lying on top of 
a desk in the County Clerk’s Office be- 
longed to a retired shoemaker—believe 
it or not. 

Mr. Smith tossed the envelope on 
top of the desk in this thronged public 
place while he went out to lunch. When 
he returned and opened the document, 
imagine his surprise to find nine $50 
bills, two $20 and a $10 bill. Setting 
about to find the owner, he called up 
Max G. Morris, Manchester lawyer, 
who represented the owner of a Fair- 
port farm that had been sold. He 
thought it was a joke—at first. When 
convinced that this was real money, 
Mr. Morris telephoned to the Fairport 
shoemaker, who was amazed. He re- 
called he had put $500 in one of four 
abstracts in his safe because, “in case 
of sickness I might need money in a 
hurry.” But he thought he put it in 
one of the other abstracts until con- 
vinced, through looking, that it was in 
the one he gave Mr. Morris. Anyway, 
the money was returned to him. 


To Sell Former Shoe Factory 


RocHESTER, N. Y.—Foreclosure sale 
of the former Menihan Company shoe 
factory building at 1225 Clifford Ave- 
nue has been ordered by Supreme 
Court Justice Lewis A. Gilbert, brought 
by the city against the Reconstruction 
Finance Corporation for unpaid taxes 
It is expected the sale will be held at 
the Courthouse in April. 

The RFC acquired the property in 
1937. Robert C. Stewart, the referee 
contends that the RFC owes the city 
taxes and penalties amounting t 
$11.361, and that it owes Monro: 
County $3,439 in taxes. The Rocheste) 
Savings Bank and Union Trust Com 
pany hold mortgages against the prop 
erty. 


Berland Store in New Locatio1 


Los ANGELES, CALIF. — The Berlan 
Shoe Store is now located in its ne 
home at 517 South Broadway. 
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Stages Successful Banquet in 
Spite of Blizzard 


HersHey, Pa.—Even the unexpected blizzard, which 
clogged the Pennsylvania roads with over a foot of 
snow, could do no more than reduce the attendance at 
the annual banquet of the Central Pennsylvania Shoe 
and Leather Association. The dinner, which is always 
eagerly looked forward to by the members of the asso- 
ciation as a strictly social get-together, with not even 
a golf tournament to divide interest, was held at the 
Hotel Hershey here on Friday evening, March 7. 

All through the afternoon (and through the snow) 
members and their guests kept arriving, until at the 
time of the assembly for dinner a hundred and thirty- 
five took their places. 


Captain’s Comments Amuse 


Throughout the dinner, over which T. F. Carfagno, 
the new president of the association, presided, a good 
deal of interest, was aroused over the activities of what 
purported to be the dining room captain. He was very 
much excited, and at times outspoken in his criticism 
of the guests to the point of considerable irritation on 
the part of the criticized, and to the amusement of 
those who escaped his attention. It developed later 
that he was Luke Barnett, character actor of Hollywood. 

In the interval between the dinner and the formal 
proceedings, H. E. Sneyberger led singing on the part 
of the guests. 

Of the formal program the greetings of the associa- 
tion to its guests were given by retiring president Sney- 
berger. In turn he was the recipient of a leather golf 
bag from the association in recognition of his services 
as its president, the presentation being made very 
gracefully by George Geuting, of Philadelphia. 


Spring Golf Tournament Dates 


R. L. (Mike) Stiles announced the date and place of 
the Spring golf tournament. It will be held on June 13 
at the York Country Club at York, Pa. In announcing 
the place, Mr. Stiles stated that the course was an excel- 
lent one, the club house commodious and attractive 
and he assured the membership that the occasion prom- 
ises to be a most interesting one, not the least important 
feature being the long list of prizes that will be offered. 
These will be provided both in the various classes for 
golfers and for those who participate in other contests. 

The address of the evening was delivered by Lee 
Donehue, of the Capper publishing organization, intro- 
duced by Galen Horner, whose guest he was. Mr. Done- 
hue discussed most ably the cultivation of personal rela- 
tionships, pointing his subjects with many enjoyable and 
pertinent anecdotes. Altogether the dinner will go down 
into the annals of the association as one of its outstand- 
ing affairs, despite the unfavorable weather conditions. 








PLYMOUTH SHOES FOR MEN 


MADE BY JOHN E. LUCEY SHOE CO. 


soLD BY 0’CONNOR-GOLDBERG-cuicaco 


SOLED BY (OM TECHNIQUE 


Increasing demand has won an im- 
portant place for Compo Shoes in 
Lucey’s in-stock department. Catalog 
mailed on request. 
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Officially Adopted 
by the Boy Scouts 


of America 


The protected dealer franchise for 
official Boy Scout shoes is a valu- 
able store asset. These shoes carry 
a special Boy Scout sole design on 
the famous RAW-CORD sole con- 


struction of cord-on-end. 


Scout likes this, just as every bud- 
get minded parent likes their long 
wear and their protection against 
slipping hazards in camp and on 


hikes. 


NOTHING CAN EQUAL THE ORIGINAL AND GENUINE CORD-ON-END © 


Florsheim Addition 
Under Way 


Cuicaco, ILtt.—An addition is now 
under way for the Florsheim Shoe 
Company in the plant at the Southeast 
corner of Belmont Avenue and Pulaski 
Road, to cost about $400,000. The ad- 
ditions are to consist of a six-story 
building fronting 125 feet on Pulaski 
and 41 feet on Belmont, and a one- 
story building to the south, fronting 
200 feet on Pulaski, with a depth of 
125 feet. The new six-story addition 
will adjoin the present six-story build- 
ing on Belmont. The Florsheim com- 
pany was founded in 1892 by the late 
Milton S. Florsheim. The principal 
factory building is at 541 West Adams 
Street. The expansion was made ne-es- 
sary by the company’s continued 
growth, officials state. 


Every i ee 


heels, Mocco Last. A, B, C, 


$4.50; Big Boys’... $5.50 
Gerberich-Payne Shoe Co., 
Pa. 


Color Tie-Up in 
Shoes and Hats 


Cuicaco, ILt.— “Color Approaches 
Head and Toe,” was the theme for a 
series of fashion shows which placed 
emphasis on color in hats and shoes, 
presented by Marshall Field & Co. The 
fashion shows were tied in with a 
week’s promotion of new millinery and 
were presented at luncheon time in the 
store dining and tea rooms under the 
title, “Color Courage in Hats and 
Shoes.” 


For the most part hats and shoes 
were matched in color and keyed to the 
rest of the costume. A _ square-toed 
brown calf pump, for instance, was 
shown with a brown hat, a navy pump 
with a navy straw sailor, and saddle 
shades with saddle colored hats. More 
startling were such combinations as a 
citron yellow suede pump with a hat 


In-Stock No. 922—Oficial 
Boy Scout, Brown Bik, with Oficial 
Boy Scout Raw-Cord Soles, rubber 
D, E. 
Suggested retail prices, Boys’... 


Mt. Joy, 


Right . . . In-stock-BS 738—Buster 
Brown’s Official Boy Scout Brown 
Elk, with Oficial Boy Scout Raw- 
Cord soles, rubber heels, Scout 
Last :——1-6 .. . $2.80; 6% to 12... 
$3.40 

Suggested retail prices $4.50 and 
$5.50 


Brown Shoe Co., 8t. Louis, Mo. 


LIMA CORD SOLE & HEEL CO., LIMA, OHIO 


of the same color, a bright blue suede 
pump with a bright blue felt hat, a 
green python with a brimmed green 
felt hat trimmed with red grosgrain 
braid and a red alligator sandal with 
a flower bedecked red straw. 

There were also such unusual com- 
binations as a native Guatemalan 
fabric sandal with a lemon yellow felt 
casual worn with a baby blue wool and 
knit dress, a red sandal with a soft 
green muffin beret and a green wool 
jacket dress, and a South American 
print sandal with a red turban and 
red dress with yellow coat. 


Remodels for Spring 


KNOXVILLE, Iowa—Lee Perry, man- 
ager of Brown’s Shoe-Fit Co. store, 
has had the store remodeled with mod- 
ern shelving and fixtures, and walls and 
ceiling redecorated in preparation for 
the new Spring stock. 
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IN THE SHOE TRADE 


1941 


National News 





Arms Program Stimulates Men’s Shoe Sales 





California Shoe Merchant Observes Strong Reaction, Both in 


Increased Business and Demand for Aviation Types 
By Harry R. Terhune 


Lone Beacu, Cauir.—T. P. Hunter, 
manager of Dobyn’s Shoe Store, Long 
Beach, Calif., notes a decided retail re- 
action to the national defense program. 
Interviewed this week on current trends 
in men’s shoes, Mr. Hunter said: 

“With the nation preparing for war 
or for defense, according to how one 
looks at it, we are coming into an un- 
precedented situation. Perhaps the big- 
gest revolution is in living conditions. 
People have money to spend for goods. 
Those two conditions are having a 
marked effect on our men’s shoe busi- 
ness, an effect that is felt both in styles 
and in increased sales. During the last 
war, the military influence was noted 
mainly in the shoes worn by the young 
fellows. Now we find men of all ages 
taking to the monk patterns and types 
made primarily for aviation wear. 

“There is so much in aviation going 
on in Southern California, all the way 
from tremendous plants making planes 
to schools instructing young fellows in 
flying and to the actual flying corps, 
that almost every man knows of some- 
me connected with the industry. When 
they see these men wearing comfort- 
able, good looking aviation type shoes, 
hey want a pair for themselves. 

“Men are buying better shoes, too, 
particularly those in the 25 to 45 year 
old brackets. Then all men are buying 
more pairs per person than they have 
in a long, long while. But they want 
something different, something with 
life and character, yet something which 
will feel good on their feet. Men are 
more fussy on the fit of their shoes, 
so we are much more careful in putting 
in new lasts and patterns to make sure 
they will fit properly. 

“Some of the old ‘classics’ are appar- 
ently gone forever. The black and 
white and the brown and white wing 





Dates to Remember 


Allied Shoe Products and Style Ex- 
hibit, Belmont Plaza Hotel, New 
York. March 30, 31, April 1, 1941 


Official Opening of American 
Leathers and Style Conference 
for Fall, 1941, Waldorf-Astoria 
Hotel, New York. 

March 31, April 1, 1941 


Spring Meeting Tanners’ Council 
of America, White Sulphur 
Springs, W. Va. May 8, 9, 1941 


Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, Hotel Com- 
modore, New York. 

May 11, 12, 13, 14, 1941 


Central States Shoe Fair, Sponsored 
by Joint Travelers and Retailers 
Associations, Morrison Hotel, 
Chicago, Ill. June 1, 2, 3, 1941 


Boston Shoe Fair, New England 
Shoe & Leather Association, Ho- 
tels Statler and Parker House, 
Boston, Mass. June 2, 3, 4, 5, 1941 


Sixth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincin- 
nati, Ohio, June 8, 9 and 10, 1941. 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 

July 6, 7, 8, 1941 





tip so-called sport shoes are not worth 
a dime a dozen. But take a good fitting 
walled plateau last, then make it up a 
dozen different ways and the men of all 
ages will buy several pairs at a sitting. 
[TURN TO PAGE 41, PLEASE] 


Named to New Johnson- 
Stephens & Shinkle Office 


St. Louis, Mo.—Norman McDonald, 
secretary of the Johnson-Stephens & 
Shinkle Shoe Company, St. Louis, wo- 
men’s shoe manufacturers, was pro- 
moted to a newly-created vice-presi- 
dency at the annual meeting of the 
firm, held here, recently. 


NORMAN McDONALD 


H. P. Newton, formerly assistant 
secretary and treasurer, was elected 
secretary and assistant treasurer. 
Other officers named were: Howard V. 
Stephens, president; Bradford Shinkle, 
vice-president and treasurer, and 
Ralph Albon, assistant secretary. All 
directors were reelected. 

A dividend of 20 cents a share on 
common stock, payable April 1 to stock- 
holders on record March 20, was de- 
clared. 
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Boston Shoe Fair Plans Completed 


Members of the Executive Committee for the 1941 Boston Shoe Fair. Left to 

right, seated: Charles T. Cahill, vice-chairman, and Louis H. Salvage, chairman 

ex officio. Standing: A. W. Berkowitz, C. Henry Jacobs, E. H. Sulkis, Frank S. 

Shapiro, George Barkin, Samuel L. Slosberg and Maxwell Field, secretary-manager 
of the New England Shoe & Leather Association. 


Boston, Mass.—The members of the 
New England Shoe and Leather Asso- 
ciation’s Boston Shoe Fair Committee 
at a recent meeting, discussed the 
policies and regulations under which 
the coming Fair will be conducted this 
year. 

The 22nd Annual Boston Shoe Fair 
will be held on June 2, 3, 4 and 5, at 
two official hotels, the Hotel Statler 
and Parker House. This year, as in 
the past, assignment of rooms to ex- 
hibitors will be strictly in order of 
receipt of applications following the 
expiration of a 10-day option period 
which will be granted all last-year’s 
exhibitors to reserve the same sample 
rooms occupied then. 

“Advance reservations, numbering 
several hundred, are larger than usual 
at this early date,” stated H. O. Ron- 
deau, chairman of the Boston Shoe 
Fair Committee, “and are a good indi- 
cation of the future success of this 
Boston Fair. The several attractions 
which have won the admiration of visit- 
ing buyers and exhibitors alike last 
year, the banquet of the 210 Associates 
and the golf tournament of the Boston 
Boot and Shoe Club, will again be 
major features of this show. It is our 
hope that every member of the trade 
who is planning to visit Boston next 
June for this show will make his plans 
and reservations early te assure good 
hotel ac-ommodations. -Our committee 
will be happy to make all your arrange- 
ments—merely write our secretary at 
210 Lincoln Street, Boston.” 

Members of Boston Shoe Fair Com- 
mittee for the 1941 show are as fol- 
lows: Chairman, ex-officio, Louis H. 
Salvage, Louis H. Salvage Shoe Co., 
Manchester, N. H.; chairman, H. O. 
Rondeau, H. O. Rondeau Shoe Co., 
Farmington, N. H.; vice-chairman, 
Charles T. Cahill, United Shoe Ma- 
chinery Corp., Boston, Mass.; and sec- 
retary-manager, Maxwell Field. 

Additional members are: Robert H. 


Adams, Charles Cushman Company, 
Auburn, Me.; J. Edson Andrews, Gale 
Shoe Mfg. Co., North Adams, Mass.; 
S. D. Ansin, Ansin Shoe Mfg. Com- 
pany, Athol, Mass.; A. F. Bancroft, 
Bancroft-Walker Company, Waltham, 
Mass.; George Barkin, A. R. Hyde & 
Co., Cambridge, Mass.; A. W. Berko- 
witz, Bourque Shoe Company, Ray- 
mond, N. H.; T. J. Callahan, W. L. 
Douglas Shoe Company, Brockton, 
Mass.; Samuel L. Cantor, Dartmouth 
Shoe Company, Brockton, Mass.; L. 
M. Carroll, Norway Shoe Company, 
Norway, Me.; George A. Dempsey, 
Farmington Shoe Manufacturing Co., 
Dover, N. H.; Daniel J. Danahy, H. H. 
Brown Shoe Co., Worcester, Mass.; 
William E. Doyle, Doyle Shoe Com- 
pany, Brockton, Mass.; Arthur L. 
Evans, L. B. Evans’ Son Company, 
Wakefield, Mass.; Louis Hartman, 
Hartman Shoe Mfg. Co., Haverhill, 
Mass. 

J. Izenstatt, Jay Shoe Mfg. Co., Cam- 
bridge, Mass.; C. Henry Jacobs, A. 
Jacobs & Sons Co., Lynn, Mass.; Sam- 
uel J. Katz, Hubbard Shoe Co., Inc., 
Rochester, N. H.; A. L. Kleven, Kleven 
Shoe Company, Spencer, Mass.; W. 
L. Knipe, Knipe Bros., Inc., Ward Hill, 
Mass.; Joseph Koss, Koss Shoe Com- 
pany, Auburn, Me.; John E. Lucey, 
John E. Lucey Shoe Co., Middleboro, 
Mass.; Paul O. MacBride, Milford Shoe 
Company, Milford, Mass.; Roy Maling, 
Hermal Shoe Company, Everett, Mass.; 
Henry B. Rosenthal, Rosenthal & 
Doucette, In-., Beverly, Mass.; Frank 
S. Shapiro, National Shoe Corp., Marl- 
boro, Mass.; Benjamin Stone, Stone- 
Tarlow Co., Inc., Brockton, Mass.; 
Samuel L. Slosberg, Green Shoe Mfg. 
Company, Boston, Mass.; E. H. Sulkis, 
Stein-Sulkis Shoe Company, Haverhill, 
Mass.; James E. Wall, Wall-Streeter 
Shoe Co., North Adams, Mass., and 
Francis B. Masterson, president, Na- 
tional Association of Shoe Wholesalers. 


Light Tans and Blue in 


Demand at Chicago Showing 


Cuicaco, Itu.—Saddle tans, beiges 
and blues led the color demand for 
Spring shoes at the monthly shoe show 
held by the Chicago Shoe Travelers at 
the Morrison Hotel February 24 and 
25. Blondes, tan tones, saddle leathers 
and similar colors were bought in 
abundance by retailers in all price 
groups. 

A shortage of novelty type shoes was 
predicted in several quarters which are 
unable to fill all orders to meet the 
demand. Blonde tones and blues are 
expected to mark volume sales in the 
style range for most retailers from 
now until Easter. Cloth shoes continue 
to lead the selling, but are beginning 
to slip in demand to be replaced by 
leathers. Mass perforations in step- 
ins and other types have become num- 
ber one sellers, and open toes mark 
95 per cent of the pump sales both in 
low and high heels. Retailers indi- 
cated a preference for little trim and 
all-over colors in pumps and sandals. 
Demand was heavy for sandals and 
pumps with open toes and open backs, 
and several reported they have been 
unable to fill the demand for open back 
patent pumps. 

Although most houses find the con- 
ventional sport oxford draws few sales, 
the demand is heavy for the loafer 
and moccasin types, with tan and 
white combinations first and saddle 
tan’s second, the latter coming up 
rapidly in popularity. Retailers are 
also beginning to ask for rubber and 
crepe and cork soles in these types, 
having bought leather up to date. 


New Godman Officers Elected 


CoLuMBUS, OHI0—Three new vice- 
presidents and a director have been 
elected at the annual meeting recently 
of The Godman Co., Columbus. Fred- 
erick A. Miller, president, announced 
the new vice-presidents are B. H. 
Crompton, in charge of wholesale 
sales; J. W. Lake, in charge of pro- 
duction; and J. O. Moore, in charge of 
the retail division. John H. Bauer- 
meister, Columbus, was elected a di- 
rector. 

Election of D. P. Cary as vice-presi- 
dent and treasurer, who took office last 
Spring to succeed T. E. Kavanaugh, 
and V. F. Cary, as secretary and assis- 
tant treasurer, who also took office last 
Spring, was announced by Mr. Miller. 
Mr. Miller and J. L. Davis, assistant 
secretary and comptroller, were re- 
elected. Mr. Davis was formerly as- 
sistant treasurer. Directors reelected 
were Mr. Miller; D. P. Cary, Chicago; 
H. J. Kaufman, S. G. Prentis, G. E. 
Coffman, W. I. Vorys and C. A. Lau- 
bach, all of Columbus. 

The company currently is operating 
three plants in Columbus and one plant 
in Logan, Ohio. 
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Arms Program Stimulates 
Men’s Shoe Sales 


[CONTINUED FROM PAGE 39] 


“There is apparently an unlimited 
number of good smart combinations 
which are selling remarkably well this 
Spring. A brown calf and white wash- 
able calf is tops; a brown and white 
buck is a close second; even the same 
idea developed in the Western theme, 
fringe and all, is showing some action. 
Many two tones, both two shades of 
brown and combinations of colors are 
just what the men with spendable 
money in their pockets are buying in 
volume. 

“Men are looking for different shoes 
this Spring. Not crazy shoes, but in- 
teresting ones. That in itself is a good 
omen for a greatly increased pairage. 
A man will buy a pair of seamless 
oxfords in any one of the dozen dif- 
ferent styles we carry, then turn right 
around and buy a pair of ventilated or 
casual shoes. Before this present sea- 
son, we felt we were doing swell if we 
sald a man a single pair. 

“Navy men are starting to buy their 
whites. This store always carries whites 
for Navy men the year around. Even 
with the fleet out of port for the most 
part, the business on all whites is extra 
good. 

“Men who wear the genuine cowboy 
boots are showing a real interest in 
the brown kidskin oxfords which are 
made on exactly the same lasts and 
follow the boot patterns.” 


U. S. Shoe Corp. Builds 
Addition to Plant 


CINCINNATI, OHI0— Late in Feb- 
ruary ground was broken for an addi- 
tion to the Greenfield, Ohio, plant of 
the United States Shoe Corporation. 
This addition will increase the factory’s 
floor space by 15,000 square feet and 
at the same time increase the present 
personnel of 600 workers by from 125 
to 150. It is estimated that the plant’s 
daily output will be boosted from 2600 
pairs to 3600 pairs of shoes. The pres- 
ent factory was put into operation in 
March, 1939, after $43,000 had been 
raised by public subscription in Green- 
field to pay for the building and site. 


Brooklyn Firm Moves Factory 


BROOKLYN, N. Y.—Charles W. Stroh- 
beck, Inc., manufacturers of shoes and 
slippers, moved their factory recently 
to 13-23 Lexington Avenue, here, the 
building previously occupied by Pincus 
& Tobias. The firm formerly occupied 
quarters at 309-329 Johnson Street; 
this building has been taken over by 
the New York Housing Authority. 

Offices of the firm are on the second 
floor in the new building. Modern elec- 
tric power equipment for the machinery 
is being installed. 
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SHOES FOR MEN 
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OF STYLE 
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270 SAVOY 
LAST. Hubschman's 217 Medium 
Tan Calf. Custom Bal Oxford. 
Leather heel with rubber 


STOCK NUMBER 


inset 


Styles 
IN-STOCK 
Write for Catalog 


JOHN E. 


A. J. Markey Succeeds as 
Holden & Stone Manager 


PITTSFIELD, MAss.— Samuel Schiff 
has resigned as manager of the Holden 
& Stone Company store’s shoe depart- 
ment to become manager of Schiff’s 
Super Shoe Market in Schenectady, 
N. Y. He will be succeeded by Alvin 
J. Markey, a member of his present 
Holden & Stone staff. 

Mr. Schiff has been at Holden & 
Stone for a year. Prior to that he was 
head of the Wallace Company shoe de- 
partment for six years. A native of 
Cincinnati, Ohio, he was employed there 
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LUCEY SHOE CO., 
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PRICE 


2% : 30 DAYS 
HERE'S A STYLE that works 


for you in-season, off-sea- 
son and in-between season. 
It’s a year-round seller. Be- 
cause it is a basic style you 
will want to order a com- 
plete range of sizes and 
widths. 
Plymouth’s IN-STOCK Service 


Use our in-stock service to shorten your 
inventory and lengthen your profits. 
Write for catalog or ask to see our 
salesmen. 


MIDDLEBORO, MASS. 


and in Harrisburg, Pa., before coming 
to this city in 1934. 

Mr. Markey has been employed in 
the retail shoe business for 19 years. 
He served under Mr. Schiff at Wallace 
Company before the department came 
to Holden & Stone store. 


Shoe Man’s Son in Army 


St. CLoup, MINN.—Wallace P. Edel- 
brock, son of Felix W. Edelbrock, 
owner of the Booterie, retail shoe store, 
here, left recently for Camp Haan, 
Riverside, Calif., as a member of the 
217th Coast Artillery, Medical Detach- 
ment, 
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COLOR COMBINATIONS | 
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Iowa Shoe Travelers Hold 
Pre-Easter Showing 


Des Moines, Iowa—The first pre- 
Easter shoe show of the Iowa National 
Shoe Travelers’ Association, held here 
on March 9 and 10, had an enthusiastic 
start with nearly 500 dealers from over 
the state and adjoining states partici- 
pating for the first day. A steady 
amount of buying and an evidence of 
interest in this off-season show was 
noted. 

“There has been more activity and 
a wider variety of lines shown than 
often seen in our mid-year showings,” 
Harry D. Stanford, of Davenport, 
president of the association, reported. 

Predominant in the trends evidenced 
at the show was the increase in interest 
in play shoes and loafers. Reports from 
the representatives showing the lines 
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varied in enthusiasm from—*“People 
are buying five to ten times as many 
casual shoes than they ever bought be- 
fore,” to the more conservative, who 
said their sales popularity had doubled 
this year over that of last. 

Beiges in all tones, in all combina- 
tions were popular, and the wedges and 
heel-less shoes in vari-colored washable 
fabrics held the spotlight. 

In men’s shoes the new antique 
shades in military styles and cowboy 
types were outstanding in the picture. 
Here, too, there was a sizable demand 
for loafer type shoes. 

The show was held for two days at 
the Hotel Chamberlain, where the asso- 
ciation has established permanent club 
rooms, and was solely a commercial en- 
terprise with no registration fees and 
no planned entertainment. 

Plans are under way for the re-or- 
ganization of the Iowa Shoe Retailers’ 
Association. Officers of the travelers’ 
group are Harry Stanford, Davenport, 
president; E. R. Coddle, Des Moines, 
secretary; C. F. Payton, Des Moines, 
treasurer, and A. H. Bronn, Chicago, 
and F. H. Meissner, Des Moines, vice- 
presidents. 


New York Shoe Merchants 
To Dine and Dance 


The Retail Shoe Merchants Associa- 
tion, Inc., of New York, will hold its 
annual dinner and dance Sunday eve- 
ning, March 16. The festivities will 
take place at George White’s Gay White 
Way, 48th Street and Broadway. 


SEYMOUR WEINSTEIN 


Seymour Weinstein, president of the 
association, says that more than 300 
reservations have already been made 
and that the affair gives promise of 
being the most successful in the asso- 
ciation’s history. 
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210 Associates 
Entertain the Ladies 


Boston, Mass.—The first “Ladies’ 
Night” Dinner and Entertainment of 
The 210 Associates, Inc., was held, re- 
cently, at the Latin Quarter, in down- 
town Boston. This was the first time 
in the history of the association that 
the ladies were present, and a grand 
time was had by all. The affair fea- 
tured a full-course steak dinner and 
double entertainment. 

In addition to providing an enjoy- 
able evening for all who were present, 
the 210 successfully launched its drive 
for subscriptions to its Annual Pro- 
gram Book, the committee for which 
is headed by Nathaniel P. Lyons. This 
program will be offered at the June, 
1941, banquet of the association, which 
will be held at the Hotel Statler, dur- 
ing the Boston Shoe Fair of the New 
England Shoe & Leather Association. 
In accordance with the policies of The 
210 Associates, Inc., all proceeds from 
this program will be donated to the 
relief fund. Many pledges for this 
worthy cause have been received to 
date, while the future promises many 
more. 

A short talk was given by Abe W. 
Berkowitz, president of the association, 
explaining to the gathering the work- 
ings and purposes of the group. Louis 
C. Jacobs read the names of those who 
have already pledged their support to 
the Program Book. ; 

The members of the committee who 
arranged this “Ladies’ Night” were: 
C. Henry Jacobs, chairman; D. J. Se- 
letsky, Louis C. Jacobs, George Sha- 
piro, Sidney Steen, Joseph Macpherson, 
Urban J. Dacier, T. Kenyon Holly and 
Eddie Goodman. 
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Promotions in Rubber and Leather Division 


As a result of recent changes in the 
Bureau of Foreign and Domestic Com- 
merce of the United States Department 
of Commerce, E. G. Holt has been pro- 
moted to the position of chief of the 
Leather and Rubber Division, and J. G. 
Schnitzer has been appointed to the 
position of assistant chief. 


E. G. HOLT 


Mr. Holt’s experience in the Com- 
merce Department dates back to 1921. 
When industrial divisions were first 
established in the Bureau of Foreign 
and Domestic Commerce, he handled 
research in the Rubber Division and 
was promoted to assistant chief in 1922 
and to chief in 1926. He remained in 
charge of rubber work when the 
Leather, Shoe and Rubber Divisions 
were merged into the Leather and Rub- 
ber Division. As assistant chief of the 
new set-up, he arranged for more com- 
plete monthly reports on foreign trade 
in leather and leather products. 

In 1938, Mr. Holt was promoted to 
chief of the division. His talk at the 
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Your “Double Duty” Shoe 
1. Fits the “long, thin” foot without gapping. 
2. Fits the **STOUT’’ foot without bulging 


A smart Oxford suited for both duty and sports wear— 
especially desirable for its excellent fitting features. 


No. 9466 
White Elk, Seven 
E . Nap & . 


PRESTIGE 


Tanners’ Council meeting in Chicago 
last October on the international situa- 
tion in hides and skins appeared in an 
issue of the Recorper following that 
meeting. 

Mr. Schnitzer, prior to his connec- 
tion with the Bureau of Foreign and 
Domestic Commerce, had varied experi- 


J. G. SCHNITZER 


ence in shoe retailing, newspaper re- 
porting and leathercraft. He entered 
the Bureau service in 1923 as special 
agent in what was then the Hide and 
Leather Division. For the past eighteen 
years, his work has been with the 
leather industries, including raw mate- 
rials as well as finished products, and 
for the past five years he has specialized 
particularly in leather and shoes. 

During his service with the division, 
Mr. Schnitzer has written various pub- 
lications covering a number of branches 
of the leather industry. 

The Leather and Rubber Division 
collects data on conditions and trends 
in the shoe and leather industries at 


SHOE MFG. CO. 


Milwaukee, Wis. 


AND PROFIT” 


home and abroad, analyzes the available 
domestic material, compares American 
shoe production and consumption with 
those of other areas. The division is 
often called upon by other departments 
for pertinent data on the industries 
covered, and in this way has been of 
invaluable service to these industries. 
It is organized to act as contact be- 
tween business and official Washington. 
Any information desired on questions 
of national concern, such as the defense 
program, will be referred to the proper 
sources by the division. 


Named Director of 


Retail Shoe Firm 


PITTSBURGH, PA.—R. Bruce Murphy 
has been elected a director of the Stet- 
son Shoe Shop, Inc. Mr. Murphy has 
been manager of the Pittsburgh Stet- 
son Store, located at 518 Wood Street, 
for eleven years. Mr. Murphy has been 
connected with the retail shoe business 
for 24 years. 

The Pittsburgh Stetson store has re- 
cently moved to 522 Wood Street after 
having been located next door at 518 
for eight years. The new store will be 
completely remodeled and redecorated. 

Mr. Murphy reports that business is 
satisfactory, with many sales to date 
on their military shoe, which is selling 
to Army officers as well as non-military 
men. 


A. F. Fliegner Joins 
Conformal Sales Force 


St. Louis, Mo.—Arnold F. Fliegner 
has recently joined the sales force of 
the Conformal branch of the Interna- 
tional Shoe Company and will cover 
Illinois, Wisconsin and Minnesota. 

Mr. Fliegner spent nine years in the 
retail shoe business with his brother, 
Carl Fliegner, who is now in charge 
of the styling and merchandising of 
Air Step shoes of the Brown Shoe Com- 
pany. For the past six years he has 
been associated with the Shcoll Com- 
pany, Chicago. 
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ABBOTT SHOE CO. No. Reading, Mass. 
ESTABLISHED 1855 








Named Stein 
Basement Manager 


ToLtepo, On10o—Joseph Mirsky, for 
several years manager of the shoe de- 
partment for Simon Karp, who oper- 
ates three neighborhood department 
stores, has resigned to manage the 
basement shoe department at Stein’s 
downtown women’s apparel store. 
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Outlook Promising for Hide Price Rise 





Increase in Ocean Freight Rates from South America Plus Sold 
Up Condition of American Market Are Prime Factors 


New York.—A repetition of the pro- 
nounced strength witnessed in the hide 
markets last Fall is looked upon as a 
strong probability in the next several 
weeks. The one important difference is 
that the sharp advance late last year 
was predicated partly on various con- 
flicting factors, which engendered a 
wave of hysterical buying, but the pres- 
ent underlying strength is based on a 
truer picture as regards supply and 
demand outlook. Not in years has the 
hide picture looked as promising as it 
does today. Such are the views ex- 
pressed in leading dealer and packer 
quarters. Even tanners are inclined to 
agree with this interpretation of sur- 
rounding conditions. 

As is generally known, the produc- 
tion of hides in the United States is 
not sufficient to take care of the domes- 
tic requirements. This country resorts 
to imports, amounting to several mil- 
lion pieces annually. With the ship- 
ping situation disrupted, due not only 
to sinkings of British vessels, which 
have forced that country to divert any 
number of ships from normal trade 
channels, but also to the fact that the 
need for more strategic materials had 
created an unusually tight freight space 
situation with resultant higher freight 
rates, an advance in foreign hides has 
taken place. 

Effective April 1, the freight rates 
from the Argentine to the United 
States will be advanced 25 per cent. 
This is equal to % cent a pound, while 
the freight rates from Brazil will be 
advanced equal to 5/16 cents per pound. 
While the buying of South American 
hides by Great Britain has been rather 
spasmodic, due to the scarcity of freight 
space, United States tanners and trad- 
ers purchased Argentine hides rather 
freely with the result that that market 
is fairly closely sold up. 

In addition, consumption of hides and 
leather in various South American 
countries is on the increase. Several 
new shoe factories are being erected, 
prompted by the numerous orders be- 
ing received from foreign governments 
for shoes principally for military pur- 
poses. 

With prospective pressure from the 
South American markets removed, at 
least for the next few months, the 
United States hide trade is closely in- 
fluenced by domestic developments. The 
fact that hides, skins and leather, ef- 
fective March 10, come under the ex- 
port ban, as ordered by President 
Roosevelt’s proclamation, further illus- 
trates official views as far as the hide 
situation is concerned. It is interest- 
ing to note, however, that the exports 
of sole leather last year amounted to 
approximately $2,000,000, most of which 
went to Russia. 


The government accepted bids on 
1,800,000 pairs of service shoes, all- 
leather, on February 17, and this was 
looked upon as only a forerunner of 
several additional million pairs to be 
purchased. It is understood that such 
purchases may be made in the very 
near future for reserve purposes. 

Domestic shoe production and sales 
keep at a high pace, and indications 
point to a record-breaking output of 
shoes this year, with record sales to 
consumers. 

Leather business has been quite brisk 
and is expected to continue so, with 
the activity accelerated by government 
orders. Both upper and sole leather 
activity was reported of late to be the 
best since last Fall, and more optimism 
as to the extent of such activity is be- 
ing expressed in tanners quarters. 

Hide prices have gyrated over wide 
ranges since the first of the year, and 
quotations are now about at the same 
levels as those at the beginning of the 
year. Since the first of February the 
market for hide futures advanced some 
100 to 125 points, after losing that 
much since the first of January. 

For a time hide futures were under 
pressure of liquidation influenced by 
apathy on the pagt of tanners toward 
purchases of raw hides, hedging against 
purchases of hides in the Argentine and 
speculative liquidation of the March 
position. Now that the season of bet- 
ter quality off-take hides is near at 
hand, and due to the fact that specula- 
tive liquidation has run its course, the 
hide market is again feeling the in- 
fluence of the resumption of active tan- 
ner buying of raw hides. Not only 
have tanners bought heavily in the big 
packer market, they have also absorbed 
unusually large quantities of re-sale 
hides, that is hides from dealers, many 
of which are one, two and three years 
old. These old hides have been steadi- 
ly absorbed, with the result that com- 
paratively little of these old hides re- 
main. 

Tanner absorption of big packer 
hides has placed leading killers in a 
well sold up position and as a matter 
of fact, packers are generally sold up 
to kill on most selections, with the ex- 
ception of Butt Brands, Heavy Texas 
and Heavy Native Cows. These men- 
tioned collections are reported available 
at steady prices that is 12 cents for 
butt brands, 12% cents for heavy 
Texas, and 11% cents for heavy cows, 
but packers have refused 13% cents for 
river point light cows, 13 cents for 
northern point light cows, while steers, 
both light and heavy, were quoted at 
18 cents for natives and 12 cents for 
Colorados. 

The Argentine is well sold up with 
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women, women active in community work, in club life, more 
and more are demanding comfortable shoes in sensible 
styles, like BELLAIRE COMFORTABLES. 
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there’s solid comfort in the Ma- 
tron. A year-round in stock classic. 
Leather heel, Wingfoot top. 
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frigorifico standard steers quoted at 
13 15/16 cents for heavies and 13 11/16 
cents for lights which represents an ad- 
vance of % to % cents from the lows 
of February. 


First Woman Traveler 
At Chicago Show 


Cuicaco, Itu.—The first woman shoe 
traveler to participate in the regular 
monthly shoe show of the Chicago Shoe 
Travelers’ exhibited for the first time 
at that event, held February 24 and 25. 
She is Mrs. Eleanor F. Klauber, who 
for the past year has been representing 
the La Marquise Slipper Co., Inc., of 
New York, carrying a line of play 
shoes and boudoir slippers. That Mrs. 
Klauber is a traveler more than in 
name only is seen in the fact that her 
territory includes Illinois, Wisconsin, 
Iowa, part of Indiana and Ohio, Mich- 
igan, and part of Pennsylvania. She 
is fond of the shoe business and ex- 
pects to continue as a regular partici- 
pant at the monthly shoe shows, where 
she is assisted by her son, Charles. 

The business world, however, is no 
new one for Mrs. Klauber, for she has 
raised and educated her son and daugh- 
ter through operation of her own game 
company, the Klauber Novelty Com- 
pany. Mrs. Klauber is also an inventor, 
having invented bridge-Keno and sev- 
eral other well-known games sold in 
stores throughout the country. 


Shoe Production Up 
in January 


WASHINGTON, D. C.—Shoe produc- 
tion in January this year showed an 
increase of 16.6 per cent over Dezem- 
ber, 1940, and 8.1 per cent over Jan- 
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uary, 1940—gains of 5,206,212 and 
2,746,741 pairs, respectively — accord- 
ing to the latest figures released by 
the Bureau of the Census, Department 
of Commerce. 


Men’s dress shoes showed a gain of 


1,171,872 pairs over December, 1940, 
and of 2,746,741 pairs over January, 
1940. The January figure this year in- 
cluded 432,499 pairs of Government 
dress-type shoes. Men’s work shoes 
showed a gain of 388,034 pairs and of 
697,136 pairs respectively. This classi- 
fication included 648,297 pairs of Gov- 
ernment work-type shoes and 5582 
pairs of other types on Government 
contract. 

In the same monthly comparisons, 
women’s shoes showed a gain of 3,366,- 
775 and 48,793 pairs, respectively; 
youths’ and boys’ shoes, a gain of 
119,845 and 262,859 pairs; misses’ and 
children’s shoes, a gain of 577,965 
pairs over December, 1940, but a de- 
crease of 42,389 pairs from January, 
1940; infants’ shoes, a gain of 255,632 
and 290,816 pairs. 


J. P. Smith Plans 
New Factory 


DusuquE, Iowa—The J. P. Smith 
Shoe Co., of Chicago, IIl., have started 
the preliminary work for construction 
of a new $50,000 shoe factory at 32nd 
Street, here, with the surveying and 
ground testing of the site by two civil 
engineers. 

The Dubuque factory will specialize 
in shoes for men. 





WHERE 
TO 
BUY 


omer em Te TO Oe 


Workshoes 
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eee MEN'S & BOYS’ WORK SHOES 


Honest Value 
In Beery Poir 


ROBERTS-HART, INC. 
KEENE, W. Ht. 
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The feet prefer to “take it easy,” 
The porous texture makes it breezy. 
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KEEPS BUCK 


CAVALIER 
POLISHES 





BALTIMORE 

















Buys Control of Shoe Store 


PirtspurGH, KAN.—A. L. Short, of 
Short’s Booterie, Inc., has bought the 
entire capital stock of the corporation 
and is now in full control of the busi- 
ness. It is now operated as a closed 
corporation with the following officers: 
Mrs. A. L. Short, president; Robert 
Walkers, Jr., vice-president, and A. L. 
Short, secretary-treasurer. 

Mr. Short is having his store re- 
decorated and remodeled with a color 
scheme of white and silver with blue 


carpeting. 
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Obituaries 


Louis H. Revare 


Harrissurc, Pa.—Louis Harry Re- 
vare, vice-president of the Gerberich- 
Payne Shoe Company, Mt. Joy, died 
suddenly of a heart attack at his home 
in the Riverview Manor Apartments, 
Front and Harris Streets, Sunday 
morning. 

Mr. Revare joined the Gerberich- 
Payne organization after being em- 
ployed as a traveling salesman for a 
shoe firm in Portsmouth, Ohio. He 
has been vice-president and salesman- 
ager for Gerberich-Payne the past 14 
years. His duties brought him in con- 
tact with the larger buyers of shoes, 
including department stores and chain 
stores in Chicago, St. Louis, Philadel- 
phia and New York City. 

He was a member of Pine Street 
Presbyterian Church, a number of 
Masonic bodies, including the Knights 
Templar, in Portsmouth, Ohio, and 
the Harrisburg County Club. 

He is survived by his widow, Mrs. 
Mabel A. Revare, and two brothers, 
Albert and Paul Revare, both of Ports- 
mouth, Ohio. 

Funeral services were held at 11 
o’clock Wednesday morning at the 
Charles C. Baker funeral home, Third 
and Maclay Streets, with the Rev. Dr. 
C. Waldo Cherry, former pastor, and 
the Rev. C. Ralston Smith, pastor of 
Pine Street Presbyterian Church, offi- 
ciating. Burial was in the East Har- 
risburg Cemetery. 


Arthur L. Kimball 


HAVERHILL, Mass.—Arthur L. Kim- 
ball, 73, president and secretary of 
the George L. Carlton Shoe Company, 
until he resigned five years ago, died 
recently at the Hale Hospital. 

Mr. Kimball was born here, the son 
of Charles A. and Annie E Kimball. 
He was a member of Saggehew Lodge, 
A. F. and A. M., Princes of Jerusalem 
and Merrimac Valley Lodge of Per- 
fection. 

He is survived by his widow and a 
sister. 


Charles E. Allen 


AvuBuURN, Me.—Charles E. Allen, 48, 
widely known in the New England 
shoe trade and prominent in Auburn 
civic life, was killed recently when his 
ear left the highway and crashed 
through the ice into Taylor Pond 
Brook. 

Mr. Allen was a past director of the 
Associated Industries of Maine, and in 
1938 headed the Auburn Shoe Manu- 
facturers’ Association. He opened his 
new shoe factory in 1939. In April, 
1940, he was elected a vice-president of 
the state Republican convention at 
Portland. He was also a member of 
the board of directors of the Auburn 
Chamber of Commerce. 

A native of Freeport, Mr. Allen was 
born Aug. 26, 1893. He was educated 


in Freeport schools and was a gradu- 
ate of Bowdoin College. He served in 
the U. S. Army with the rank of captain 
during the World War, and since was 
a major in the Army reserves. 

Survivors include his wife, the for- 
mer Eleanor True of Freeport; his 
mother, Mrs. Marcia Woodman; three 
daughters, Margaret and Mary, both 
students at Mount Holyoke College, 
and Martha, a student at the Univer- 
sity of Maine; a son, David Allen, a 
pupil at Webster School, Auburn; a 
sister, Mrs. Earle Townsend, and a 
brother, Leonard Allen, both of Free- 
port. 


William G. Hean 


HARRISBURG, PA.—William Goodyear 
Hean, 83, active in the shoe business 
for 45 years, died recently at his home, 
here, after having been in failing 
health for some years following his 
retirement from business in 1934. 

Mr. Hean was in partnership with 
the late E. H. Molly, Lewistown, Pa., 
in the wholesale shoe business under 
the firm name of Hean and Molly. 
Warehouses were located in Lebanon, 
Harrisburg and Altoona. Later, he was 
an officer in the Twentieth Century 
Shoe Stores, which conducted a chain 
of retail shoe stores throughout Penn- 
sylvania. 

He is survived by three chaldren, 
Frank R. Hean, a Harrisburg attorney; 
Mrs. D. M. Lescure, Harrisburg, and 
Mrs. Walter A. Dearth, Pittsburgh. 





Trade Literature 


Kali-sten-ik and Madam-étte shoes 
are nicely shown in the Spring catalog 
which the Gilbert Shoe Company is just 
now sending to the trade. It is of the 
usual pocket size with an attractive 
beige cover, and the shoes shown are 
in natural colors from infants’ flexibles 
through to senior misses’, including 
their famous shoe for nurses, also the 
Madam-ette line. 

This little book includes accurate re- 
productions of dealer helps, novelties 
for children, window and counter cards, 
newspaper mats, and a folder for 
Spring with which the merchant is sup- 
plied, showing any six shoes the mer- 
chant carries with his name imprinted. 

* = * 


Nearly seventy Spring styles are il- 
lustrated in an attractive catalog just 
issued by the Green Shoe Manufactur- 
ing Co., makers of fine juvenile foot- 
wear. These styles, all of which are 
in-stock for immediate delivery, are 
divided among the four lines for which 
this company is well known—the Stride 
Rite, long counter correctives, Stride 
Rite Correctives and Junior Arch Pre- 
server. Dress shoes, shoes for casual 
wear and sports shoes are shown in 
this 28-page booklet. Slipped in is a 
folder describing and picturing various 
well thought out advertising aids fo: 
the benefit of retail merchants wh 
stock Green shoes for children. 
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AT ONCE DELIVERY 


CAN YOU BEAT THIS PRICE? 


@ Genuine Leather Uppers 
@ 9? tron Panco Orthopedic Rubber Soles — 





SPORTS 
MOCCASIN 











@ Rawhide Laces 
@ Raised Moccasin Toes 
@ Rolled Collars 


18 STYLES IN STOCK 
Send for New Catalogue Series 111 








The Arnoff Shoe Company, Inc., 101 Duane St., N.Y.C. 











An unusually interesting piece of 
trade literature is the catalog of the 
E. E. Taylor Corporation of this city, 
showing in-stock styles in men’s shoes 
for Spring and Summer selling. 

Following the first section in which 
are pictured shoes for early Spring pro- 
motion and for late Spring and Sum- 
mer promotion are four pages of sport 
type shoes bearing the O-So-Ez-E 
brand, and four pages devoted to sport 
types made with the Stanwell stamp. 
Then come ventilated shoes, casual 
types and shoes showing the military 
influence. The remainder of the catalog 
is devoted to O-So-Ez-E and Stanwell 
street and dress footwear, Lively- 
Treads, and the Five-Point Relief Shoe. 

Shoe illustrations, of which there are 
more than 100, are in large size and 
natural color. The various lines are 
priced to retail from $5 to $7.50. 


Buys Shoe Store 


TAMPA, FLa.—S. F. Edelstein, who 
has been in the retail shoe business for 
the past 15 years, has recently pur- 
chased the shoe store of Farner, Inc., 
307 Zack Street, here, and will continue 
to operate under that name. 

Mr. Edelstein was manager for the 
Butler chain for the past 10 years in 
this city. 





Chiparunk Cellncehens Agency 


O08 
; 


od, | : 
AMERICAN RED CROSS 
—9 PV 


Three little chipmunks located just outside the door of the Children’s Bootery 
in the Westwood Village section of Los Angeles have the unique record of collect- 
ing more money for the Red Cross in the Village than any other agency. Over 
$250.00 was turned over to the Red Cross in one month alone. These chip- 
munks have also collected two barrels of shoes for the British War Relief. 
The chipmunks are housed in a novel cage which is labelled “The Ked Chipmunk 
Circus.” They are a never-ending source of interest to children and grown-ups 
alike, all of whom are most generous in depositing dimes in the “banks” individ- 
ually named for each animal. A sign on the cage reads: “Since we can not get 
out to call on you, won’t you please come and get your contribution button 
from us.” 








—The Biggest advertisers today realize 
the all-importance of Point-of-Sale and 
are devoting more of their advertising to 
the Retail Merchant and his sales people. 
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**If You Sell Direct To Retailers You're Only One Step 
Removed From The Consumer,” says one of America’s 


leading Advertising Agency Executives. And by the 
same token the retailer . . . and his Selling Staff—Point- 
of-Sale—is the most important link in the entire chain 
of merchandising. 


The manufacturer who uses Boot and Shoe Recorder advertising 
pages to talk to the merchant and his “man-at-the-fitting-stool” is contact- 
ing the consumer in the most effective way and At The Lowest Possible 
Cost consistent with national distribution coverage. 


“Tell and sell the merchant and he will tell and sell the millions” is a 
truism attested to by many successful advertisers who use Boot and Shoe 
Recorder consistently to do a thorough dealer-selling job. 


You can’t talk shop in your consumer ads—but you Can talk shop in 
your Boot and Shoe Recorder ads. 


Dealer “push” is more important that Consumer “pull”, for the Dealer 
has a selfish interest in “pushing” for his own individual business and 
profit; whereas Consumer “pull” is a transitory influence at best. 


With “consumer movements” in vogue, Dealers Need to know values. 
You can’t do that job of dealer education in your consumer advertising. 


One of the outstanding reasons why shoe merchants read Boot and 
Shoe Recorder is to get helpful information about how to handle mer- 
chandise like yours At A Profit. Tell him and you tell the world! 
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Inside Shoe Contours Most Important 





S. J. Brouwer Prophesies Era of Scientific Foot Fitting in 
Address before St. Louis Retail Class 


Sr. Louis, Mo.—S. J. Brouwer of 
Milwaukee, a nationally known figure 
in the shoe industry, was guest lecturer 
Feb. 26, 1941, before the distributive 
education class on “Retail Shoe Infor- 
mation, Selling and Fitting,” at Soldan 
High School (evening), here. He said 
in part: 

“The most important part of the 
shoe is the inside next to the bottom 
of the foot. People usually do not look 
at this part of the shoe, but instead 
buy shoes to fit their pocketbooks or 
their particular tastes. The contours 
of the inside of the shoe are determined 
by the last, which is the mold. If the 
last is the wrong shape, the shoe is 
wrong. We pound the tissues of the 
foot into the shape of the inside of 
the shoes many times a day, and our 
body weight presses tissues filled with 
nerves. This is very harmful. Un- 
fortunately, the majority of all lasts 
of shoes are not scientifically shaped 
and therefore are harmful. 

“Last manufacturers, shoe manufac- 
turers, pattern men and shoe salesmen 
have not had the privilege of an educa- 
tion in what lies under the skin of the 
feet and how those tissues behave. They 
do not know the study of the pressure 
on those tissues and its effect on re- 
flexes in the nerve system. Two doc- 
tors spent two years to discover this. 
I was a guest at the Osteopathic As- 
sociation convention in July, 1928, and 
while there at the meeting I thought 
I saw a picture of a tree but, when I 
got nearer to it, I found it was a pic- 
ture of the nervous system. Two doc- 
tors spent years to dissect the nervous 
system from the body, so I went to 
look at it and marvel at God’s creation. 
A feeling of awe swept over me as I 
studied it, and then remembered that 
law: ‘When you disturb nerves in an 
area of growth, it reflects in an area 
of greater sensitivity and less resis- 
tance.’ 

“Normal tissues are never sore. That 
is a fundamental law. When folks tell 
me that feet don’t hurt, I am afraid 
they are mistaken as I was years ago 
when I told Dr. Locke my feet didn’t 
hurt. It was my knee. Shoes and shoe 
men are unintentionally wrecking the 
health of the nation. Shoes do more 
damage than liquor ever did. 

“Look around you and you can’t find 
a home in which all feet are normal, 
because the shoes have been made over 
unscientifically made lasts. The sales- 
men can’t help it, as he can be only 
as good a fitter of feet as the last over 
which the stock of shoes are made. 
Salesmen rarely get thanks for selling 
the ordinary run of shoes. In the fu- 
ture, salesmen will sell scientifically 
Shaped shoes made over correctly 
Shaped lasts. They will not only get 


more thanks for the comfort these 
shoes give, but get the reward of satis- 
faction from within their own souls 
that money can’t buy because he has 
prevented the devitalization of a body 
and thus prolonged life. 

“We must develop a new explana- 
tory group. Find a better direction for 
life in bringing a new shoe world. The 
St. Louis Board of Education is to be 
commended for pioneering this form 
of distributive education in a field 
where it is direly needed—the retailing 
of footwear.” 

This course is a part of a national 
distributive education program made 
possible by the George-Dean Act and 
is available in similar form in all states 
through state boards of vocational edu- 
cation and local boards of education. 


Prepare Clubrooms for 
Pittsburgh Shoe Club 


PITTSBURGH, Pa.—The officers of the 
Pittsburgh Shoe Club are hard at work, 
preparing their headquarters in the 
William Penn Hotel for the initial 
house warming. The rooms have been 
tastefully furnished. 

The arrangements committee has 
prepared an interesting program for 
the official opening to be held Sunday 
evening, March 16. All shoe salesmen 
and their wives, and all shoe retailers 
have been invited to attend. 

The welcome sign is extended to all 
visiting shoe salesmen to make use of 
the clubrooms while stopping in Pitts- 
burgh. 


Mass. Leads in January 
Shoe Production 


Boston, Mass.—Massachusetts pro- 
duced more shoes in January of this 
year than any other state, according to 
the New England Shoe and Leather 
Association, based on reports received 
from the United States Bureau of the 
Census. Total pairage was 6,540,451. 
New York, the nearest state in point 
of production, accounted for 6,128,569 
pairs. Total production in the three 
New England shoe states—Massachu- 
setts, New Hampshire and Maine— 
was 12,746,219 pairs. This represents 
a gain for Massachusetts of 5 per cent; 
a gain for New Hampshire of 7 per 
cent; and a loss for Maine of 2 per 
cent. 

“The Massachusetts shoe industry,” 
says the NESLA statement, “employed 
approximately 40,500 workers during 
January, and the average amount of 
total weekly wages paid them amounted 
to $638,051. This represented an in- 
crease of 10 per cent in employment 
and 14 per cent in payrolls.” 





SPRING. Summer, Fall or Winter, 
the Bass Weejun will sell and sell 
fast. Made from saddle leather, nat- 
ural color, or dark brown mounted 
on a hard sole, it's got style and 
is ideal after golf, after skiing, 
around the club, at the beach, or at 
home, It's an all-purpose shoe-slipper 
that will bring extra sales anytime. 
Write for FREE catalog of other 
Bass outdoor footwear. G. H. Bass 
Company, Dept. BS-36, Wilton. Maine. 











HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


Emil Eitel 
Karl Eitel 
Otto Eitel 


MAARCK 


HOTEL-CHICACO 
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SALESMEN WANTED 


LINE WANTED 





SALESMEN for Nationally Known Line 
Athletic Footwear, Mioccasins; Golf Shoes; 
Work; Riding Boots, also other items featured 
in attractive 42 page catalog. Ideal sideline for 
men with established trade. Str ht commis- 
sion to start. Territories o pper New 
York State, Pennsylvania, ain Southern 
and Western States. Address Box 33, care of 
Boot and Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 


SHOE SALESMEN to handle world’s finest 
line of white shoe dressings. Want only men 
well known and well established in their terri- 
tories. Give complete information to—HOUSE 
OF FAYRIN, Louisville, Kentucky. 





I '™M Looe Pe YOU IF YOU’RE 

LOOKING ME. Young man, 40, 
pleasing wad with twenty years’. expe- 
rience buying for and managing Ladies’ Shoe 
Department; desires association with an organi- 
zation requiring the services of one who under- 
stands human nature rather than one who has a 
following or has had past road experience. 
Only lines of merit with potential earning 
possibilities of not less than $10,000 considered. 
Am not interested in drawing account. Address 
383, care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


Hy ANY ONE OF YOUR TRAVELLING 
SALESMEN BEEN DRAFTED? lf so, a 
of over 35 years’ experience with a 








SALESMAN WANTED for Virginia, North 
Carolina and South Carolina; another for 
= and Florida, to sell Nationally known 
P Priced In-Stock Line of Ladies’ Novel- 
ty Footwear. Require services of salesmen now 
on territory who can sell our line in conjunction 
with non-conflicting line. Give road selling ex- 
perience and of line now “ Address 
$71, care Boot eo eed: “East 42nd 
Street, New York, . 





POSITION WANTED 


A_ LARGE SUCCESSFUL SHOE CHAIN 
RECOMMENDS TO A YOUNG GROWING 
SHOE CHAIN 


The services of capable young executive. Eleven 
years in our Merchandising Department. Excel- 
lent knowledge chain store buying and  mer- 
chandising operations. Unfortunately we cannot 
provide advancement commensurate with his 
ambitions. Age 33; married; 2 education. 
Position should offer opportunity for advance- 
ment. Address $80, care Boot & Shoe Recorder, 
100 East 42nd Street, New York, N. Y. 


Yeo E AFTER APRIL FIRST, young, 
. with twelve years’ ex- 
ience in bu ing and fitting high grade shoes. 
nterested only in responsible position with 
future; preferably in South. ould consi: 
partnership in department. Address $82, care 
Boot & § . 100 East 42nd Street, 
New York, N. 














FOR SALE 








FOR SALE 


Old Established family shoe store in 
growing New Hampshire town of 15,000. 
Well stocked with saleable merchan- 
dise. Showed sales gain of 24 per cent 
in 1940 and 28 per cent in January of 
this year. An ideal small business 
which can be considerably increased. 


Address 280, care BOOT & SHOE RECORDER 
140 Federai Street, Boston, Mass. 


fatlowine would like to fill in for the year. 
Women’s Shoes preferred. Write, giving terri- 
tory and full particulars. Address $79, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 





FOR SALE 


OR SALE: Well established family shoe 

store in Connecticut. Reason for selling— 
Ill health—and no other. Address £69, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. 


OR SALE: Shoe Store Fixtures consisting 

of: Modern single spaced shelving to stock 
about 3,000 pairs of women’s shoes; 15 chrome 
chairs; 3 chrome fitting stools; 16 opera chairs; 
? complete sets of window display fixtures. All 
new and now in use. Will sell at a big sacri- 
fice as we are disposing of our lease. Write: 
D. R. KELLY, Fayetteville, N. C 


WELL ESTABLISHED SHOE STORE in 

college town, large student body, excellent 
epportunity for wide awake individual; owner 
has very good reason for selling. Only small 
capital required. Address #84, care Boot & 
Shoe i. 100 East 42nd Street, New 
York, N. Y. 














DEPARTMENT TO LEASE 


ODERNLY EQUIPPED, good volume, 
popular priced department store in San 
jeaguin Valley, California, interested leasing 
shoe department to private individual or chain 
organization. Prospects must be financially re- 
sponsible and reliable. Address 278, care Boot 
$ gs em 100 East 42nd Street, New 
o ’ 

















Manager Transferred 


Cotumsia, S. C.—Z. M. Liles, man- 
ager of Pollock’s Shoe Store, here, has 
been transferred to Greenville, S. C., to 
be manager of the company’s store 
there. 





WANTED TO PURCHASE 








BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


We buy for cash surplus or complete shoe stocks. 
Branded or unbrended. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 


19 N. Fourth St. Philadelphia. Pa. 
Phone Markst 1666 








WE BUY 
Entire or Surplus Wholesale and a 
Stocks. Also randed Shoes as 
Walk-Over, Florsheim, Enna-Jettick. Vital. 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 


iBVIN Y BUBIN 
Jobe” 


he Hi 
s9 Reade st. as Charch 
Phone Barclay 7-7887. New York City 








SHOE STORES WANTED 


FOR CASH 
Men's, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Ne 


Unusual references on request. 








Buyers of Surplus Stocks 


oot? we te entire stocks of shee: 
> cumin bine & retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New Yort 
Phone WOrth 2-5377 and 5378 











Gary Store Opens 
Sport Shoe Section 


Gary, INp.—The attractive basement 
shoe salon of The Blackstone Shop is 
sporting a new section devoted ex- 
clusively to sport shoes. 


Fire Damages Shoe Stock 


MAYVILLE, W1s.—Fire in a warehouse 
of the Mayville Shoe Corp., here, caused 
damage to shoes and scrap leather esti- 
mated at $10,000. Origin of the blaze 


.was unknown. 








For all other 


CLASSIFIED ADVERTISING RATES 


“Position and Aine Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
classified advertisements the rate is 7 cents per word. 
number is desired twelve words should be added for the address. In all other cases each word of the 


Minimum charge. $1.25. 
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Declares Dividend 
After 20 Year Lapse 


New York—United States Rubber 
Company last week declared a dividend 
on its common stock after a lapse of 
20 years, thereby climaxing a story 
that the business world unites in call- 
ing a near-miracle in modern American 
industrial history. 

Following a meeting of its Board of 
Directors that ended late March 5, F. 
B. Davis, Jr., chairman of the board 
and president of the company, an- 
nounced that the board had declared 
a dividend of $.50 per common share. 
The last previous common dividend 
was paid on April 30, 1921. 


The intervening years witnessed the 
collapse, convalescence, and then the 
recovery of one of the great among the 
country’s large industrial organiza- 
tions. Those years saw the struggle 
of the big rubber company with the 
world-wide rubber panic that preceded 
the general business crisis of late 1929. 
Then the grave complications of the 
prolonged general depression that fol- 
lowed—added to the rubber industry’s 
own troubles—brought the company to 
the verge of receivership. But that 
final disaster was averted by the man- 
agement, and the years since have wit- 
nessed the return of the company along 
a sometimes slow and painful road to 
the final triumph symbolized in the 
recent common stock declaration. 


Superintendent Retires 


RockFrorD, MicH.— Jesse D. Muir, 
superintendent of the Wolverine Shoe 
& Tanning Co., has retired after 48 
years of service. 


Flowers Bring Extra Sales 


SANTA Fe, N. M.—Distribution of 
gardenias to customers each Saturday 
over a period of several months created 
much good-will for Mac Feldhake’s 
Footwear Shop, here, and at the same 
time developed a surprising amount of 
immediate extra business. 

In one traceable case, a half-dozen 
gardenias given to a group of promi- 
nent women created some $400 worth of 
shoe business in less than a week, ac- 
cording to Mr. Feldnake. Visiting the 
store in a group, each of these women 
was presented with a gardenia. One 
member of the party presented her 
flower to the wire of a prominent 
statesman, who was the guest of honor 
at a party given at one of the local 
hotels. That woman and two of her 
friends bought complete shoe wardrobes 
before leaving Santa Fe and have since 
become extremely valuable regular cus- 
tomers. 


The gardenias also create constant 
discussion about the store at social 
gatherings, thus keeping the store in 
the thoughts of its customers and pros- 
pective customers. 


1941 


“Gingerbread” Shoes 
Important in Resort Selling 


M1aMI BeacuH, FLa.—Very definitely 
in the picture this season are the so- 
called “gingerbread shoes.” While 
shoes are made along comfortable 
lasts, they are also very much trimmed 
and decorated. This applies to all parts 
of the shoe, heel, vamp, toe and strap. 
Heels are showing many unique 
touches of decoration, from  hand- 
tooled effects to fancy-carved wood. No 
vamp is plain; there must be some per- 
foration, appliqué bow, cutout or other 
trim. If the toe is open, then there 
may be a facing to contrast with the 
shoe in color or material; if it is a 
closed toe the type most frequently 
seen has a high box effect so as to allow 
plenty of room for comfort. Straps, 
too, show touches of embroidery or 
color combination and fancy cutouts. 
Lincoln Road is blossoming out with 
all sorts of individual touches in dress 
shoes. Color combinations and trim 
that only a short time ago were con- 
fined entirely to beach and play shoes 
are now seen on the more dressy types 
of spectator sports. 

At Delman’s one of the season’s suc- 
cesses is a natural linen sandal em- 
broidered in floral effects in colored 
raffia. Even the narrow strap has a 
spray of colored flowers. They are very 
colorful and can be matched in a bag. 

At the Jay Thorp shoe salon they 
report that red is outstanding so far 
this season. Platforms continue to be 
in high demand. An interesting sandal 
that has had a good acceptance is of 
wheat linen with calf trim. 

The new shoe department opened 
this season in the Sarah Weinstock 
apparel salon by Kalyd Baker, is fea- 
turing a hand-tooled trim on a number 
of models. The long tongue, vamp and 
heel show the decorative motif, some- 
times in color combinations. Another 
interesting shoe is a white buck with a 
square toe and very boxy square bow 
on the instep. Buck and calf combina- 
tions are reported to be excellent this 
season. Neutral reptile combined with 
blue, tan or pastel shades is consid- 
ered to be smart. 


At Rothman’s one of the smartest of 
the new models is an open toe, opened 
heel sandal of lizard, laced from toe to 
instep. Here they say that a new shade 
of red known as congo has been par- 
ticularly popular, especially in the 
lizards. 

At the Minna Lee Salon the report 
says that bright reptiles are much in 
demand, red in particular. A natural 
chamois has been well liked. In fact, 
anything in the yellow family is selling 
quite well. Calf and buck combinations 
are in demand, particularly for spec- 
tator sports. One of the new shades 
that has been well received is cocktail 
tan calf. When used in combination 
with natural beige buck it makes a 
stunning shoe. 

Burdine’s is featuring a smart shoe 
that has a substantial look brought 
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MERCHANTS’ NEEDS 








MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 


Reller type device 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre 
pared fluids, give the 
proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 


Special combination offer $25.00 (fluids in- 
cluded in above prices). 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 KK. Stat Street, Indianapolin, tnd 





about through the use of studding or 
nail heads. A plastic pump trimmed 
with perforated suede that closely re- 
sembles hamburg embroidery, has been 
accepted as a popular shoe. The clear 
plastic with yellow, red or royal blue 
suede trim, makes a most attractive 
sandal. 

At the Ansonia shop one of the sea- 
son’s hits is the Punjab Print shoe and 
bag sets. The material is hand woven 
in the Province of Punjab, India, and 
is shown in Hindu stripes or plaids. 


Stock Record Sheet 


The retailer who submitted a stock 
record sheet for publication about 
March 8 is requested to communicate 
with the editor, as further informa- 
tion is desired. 


Opens Own Business 


CANTON, OHI0O—Louis Wilson, a shoe 
man for the past 17 years, is opening 
his own business at 119 Fourth Street, 
N. E., this city. 

Mr. Wilson was formerly manager 
of the Gilbert Shoe Company Columbus 
store. 


Starts Own Business 


SPRINGFIELD, Mass.—M. White, for 
six years with Regal Shoe Company 
as manager of their store, here, has 
recently established his own business 
under the name of The Shoe Shop, at 
1655 Main Street. He is selling men’s 
shoes exclusively. 
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Federation of Crippled 


Asks Support 


New York—The Federation of Crip- 
pled and Disabled, Inc., of 1931 Broad- 
way, has organized a campaign 
throughout the shoe industry for dona- 
tions of shoes for a bazaar to be held 
for its benefit in the near future. Dr. 
M. Halpern is chairman of the bazaar 
committee and Miss W. Morganstern, 
executive secretary of Shoe Club, is 
co-chairman of the Shoe Division of 
the Bazaar Committee. Dr. Halpern 
and Miss Morganstern appeal to all 
members of the shoe industry to give 
their wholehearted support and co- 
operation in order to make the bazaar 
a huge success. 

The Federation of Crippled and Dis- 
abled is a non-sectarian, non-partisan 
organization, composed entirely of 
crippled and disabled people who are 
devoting their energies toward bring- 
ing self-reliance and _ self-support to 
their crippled fellow men and women. 

The federation’s chief purpose is to 
create or secure self-supporting em- 
ployment, supply artificial limbs, 
braces, crutches, wheel chairs, and 
other necessities of life to crippled 
people. 

The purpose of the bazaar is to ob- 
tain additional funds which are sorely 
needed in order to furnish the numer- 
ous applicants who must have an ar- 
tificial leg, a brace, or some other sur- 
gical appliance that would enable them 
to do the work for which they are 
qualified, but without the needed appli- 
ances it is impossible for them to seek 
employment. 


Florsheim Enlarging 
Chicago Plant 


Cuicaco, ILu.—Plans are under way 
for an expansion of the Harding Ave- 
nue plant of The Florsheim Shoe Com- 
pany, located on Belmont Avenue at 
Pulaski Road, one of the three Chicago 
factories of that company. 

The proposed improvement will add 
considetable space to the present six- 
story structure, thus greatly enhanc- 
ing the manufacturing facilities. In 
addition, an ultra-modern single-story 
and basement wing will be constructed 
to house a portion of the sole leather 
operations of the company. The entire 
building will be devoted exclusively to 
the making of Florsheim shoes for men. 

Other plants of the Florsheim Shoe 
Company are located at 541 West 
Adams Street and 3961 Belmont Ave- 
nue. The former is actually two com- 
plete factory units, manufacturing 
men’s shoes exclusively and housing 
the executive and administrative offices 
of the company. In the latter plant 
Florsheim shoes for women are manu- 
factured, and the building is head- 
quarters for that division of the busi- 
ness, both executive and manufactur- 
ing. 
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Fieeced-lined shoes of this type, 
for leisure wear, are improved 
when the WAC SKI BOOT LOOP 
is used as a lace carrier. In addi- 
tion to creating a novel decora- 
tive effect, ski boot loops are ideal 
for footwear that can be quickly 
slipped on or off. Laces release 
and loosen smoothly, yet allow 


a perfect adjustment for support 


. nace 2 and comfort. 


W/E round ski boot laces, made especially to 
run freely through the ski boot loop, are avail- 
able in harmonizing shades — or in red, white, 


blue, green and yellow for colorful contrast effects. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 











ae oe 


—— oe ee 


vam Bb oO. 


oe 


